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PROFITABLE ADVERTISING 


IN PITTSBURG NECESSARILY INVOLVES THE 


Commercial Gazette 


Why? Because the Commercial Ga- 
zette is the best morning medium. This 





sounds like something you have heard 
before. But listen—this is NOT an old 
story. Facts show that the Commercial 
Gazette carries much more advertising 
than any other morning paper in the 
Smoky City. You know that this means 
merit. No firm is voluntarily placing its 
business with a medium without believ- 


ing that that medium is a good one. 


When the majority place their business 
with one medium you KNOW it is a 
good one—yes, the BEST. 

If you desire to cover this field thor- 
oughly, you'll surely use the Commer- 
cial Gazette. 





J. E. VAN DOREN SPECIAL AGENCY, 


Direct Representatives and Managers Foreign Advertising, 
Temple Court, New York. Boyce Building, Chicago. 
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Vo. XXX VII. 


HOW A REAL ESTATE BUSI- 
NESS WAS BUILT UP. 


AN INTERVIEW WITH W. M. OSTRAN- 
DER, THE PHILADELPHIA REAL ES- 
TATE SPECIALIST. 


A large number of full page ad- 
vertisements in recent issues of 
the leading magazines aroused the 
interest of a representative of 
Printers’ INK, and in expectation 
of an interesting story, he called 
upon Mr. W. M. Ostrander, in the 
North Ameri- 


No. 3 


newspapers and about two hun- 
dred farm journals and mail order 
publications. I think I am safe 
in saying that I spend several 
times as much money for advertis- 
ing as does any other real estate 
broker in America.” 

“How long has the business 
been established, Mr. Ostrander?” 

“A trifle over six years. Be- 
fore that, I had several years’ 
training with a firm of old-time 
real estate men. I saw them make 
a great deal of 





can Building. 
Philadelphia, 
for the purpose 
of obtaining a 
few facts in re- 
gard to his ex- 
tensive real es- 
tate business. 

Mr. Ostran- 
der has a hand- 
some suite of 
offices on the 
fourteenth floor 
in the North 
American 
Building, and 
received the 
representative 
of PRINTERS’ 
INK in a mag- 
nificent private 
office. 

“T am glad 
at any time.” 
were his first 
words, “to see a representative 
of Printers’ INK. I have been 
a reader of the Little School- 
master for nine or ten years, and 
even now, although my time is 
very much occupied, I always find 
epenity to look it over care- 





“ Judging from your office force 
and the extent of your advertising, 
this must be a very large business.” 

It is. I am: spending nearly 

000 a month for advertising, 

divided among magazines, Sunday 


W. M. Ostranper. 


money, and, at 
the same time, I 
saw that they 
could be mak- 
ing a great deal 
more if they 
only went about 
it in the right 
way. They did 
things just ex- 
actly as their 
grandfathers 
and great grand- 
fathers did, and 
it never occur- 
to them 
business 
had 
progressed in 
the meantime. 

“T had always 
been interested 
in advertising 
and its possibil- 
ities, and one 
day the thought struck me that 
advertising would be the very 
thing that would help to build up 
a big real estate business. 

“ You see, the point is just this 
—the average-local real estate man 
Goes not advertise anywhere near- 
ly as much as he should. If a 
man comes in and places a prop- 
erty with him, he puts the prop- 
erty on his books and nails up a 
‘For Sale’ sign, and sits down 
and waits for somebody to come 
along and buy it. All this time, 
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if he reads the papers at all, he 
sees advertisements of every con- 
ceivable thing under the sun. He 
finds that people will write from 
California to buy goods adver- 
tised by a man in Maine, but, 
somehow or other, the idea does 
not strike him that the same pol- 
icy would sell real estate. 

“ After a man has had his prop- 
erty in the hands of an agent for 
a couple of years, and has never 
even had a nibble at it, he is in 
pretty good mental condition to 
think favorably of my proposition. 

“My plan is to advertise a 
man’s property in a list of medi- 
ums that practically cover the 
country. Instead of a ‘ For Sale’ 
sign on his property, which is no- 
ticed by only a very few people, 
I put up ‘For Sale’ signs in 
newspapers and magazines that 
teach nine or ten million people.” 
Mr. Ostrander was warming up 
to his subject. 

“Well, as I was saying,” he 
continued, “I started out about 
six years ago to put this proposi- 
tion before the public, and my 
first ad, as near as I can remem- 
ber, occupied five lines in the Ru- 
ral New Yorker, and cost me the 
munificent sum of $1.50. It 
brought a surprising number of 
inquiries, and by following them 
up I managed to get several prop- 
erties placed with me. 

“At this time I occupied desk 
room in the Heed Building. I had 
one assistant—a girl. She acted 
as stenographer, office boy, book- 
keeper and mailing clerk—and she 
was not rushed with work at that. 

“ After my first success in the 
Rural New Yorker, I launched out 
into a career of what I thought 
was wild extravagance—I put out 
five-line advertisements in about 
twelve or fifteen farm journals 
and mail order publications. For 
some reason or another, the ad- 
vertisements did not pull worth a 
cent, and, though I did not expect 
great results at the start, I began 
to feel pretty blue. There were 
times when I was sorely tempted 
to sell out the whole affair for 
what I could get out of it.” 

Mr. Ostrander paused a mo- 
ment, and the representative of 
Printers’ INK took a good look 
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.with a rush. 








at him. He is a young man 
with a keen, observant face, 
a firm jaw that bespeaks 
amount of will power and deta 
mination. It is the face of a 
who thinks long and carefully bg 
fore he acts, but who, when 
once decides, never swerves frog 
his purpose. To see him in th 
midst of his luxurious surround 
ings, it is hard to realize that 
ever knew the meaning of th 
word “ discouragement.” 
“Well,” resumed Mr. Ostrap: 
der, “I made up my mind that} 
was not going to be beaten, 
knew the proposition was 
right, and I felt certain 
would ultimately win out* so 
kept at it, and finally success ear 
—and when it did come, it ca 
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“T started in by adding ane 
fice over at the Heed Building 
and before I knew it, I had te 
offices and was crowded even the 
I moved over here, and took si 
teen offices, with greatly increase 
floor space, and I am now makin 
arrangements, at the first of th 
year, or sooner, if I can get po 
session, to take the entire floor,” 

“Do you see any possible lim 
to your business? ” 

“Frankly, no. As long as ¢ 
present social system lasts, peo 
are bound to want to buy and s 
real estate, and it is only natur 
that they should want to do it 
quickly as possible. This busines 
of mine is the only one throug 
which they can accomplish the 
sult without annoying delay, § 
course, I expect that in time 
have imitators. That is the pena 
ty of every success, but it took# 
six years to get my experiend 
and I can’t for the life of me 
how any one else can get it ia 
less time.” 

“Which publication on your 
you hold in your hand do youll 
most profitable?” 

“ That’s a hard question to 
swer. Of course, you understa 
that I do not rely on my ads 
bring in a dollar’s worth of dire 
returns. All I expect them to‘ 
is to bring in inquiries. The 
sequent correspondence is 
brings in the returns.” 

“From what you say, your@ 
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respondence must be an important 
feature of your business.” 

“T consider it the most impor- 
tant. An inquiry is of no earthly 
use until you can convert the in- 
quirer into a customer, and I have 
so systematized my correspon- 
dence that I do ultimately get, as 
customers, a surprisingly large 
number of the parties who write 
to me. There is one feature of 
my correspondence that I do not 
believe is duplicated in any busi- 
ness where so large a correspon- 
dence is handled—I do not use a 
single imitation typewritten form 
letter. Every letter that goes out 
of this office is individually dic- 
tated and typewritten. I believe 
that in a business of this kind, 
where my relations with my cus- 
tomers are of so personal and con- 
fidential a nature, it would be the 
worst possible policy to attempt 
to answer inquiries with stereo- 
typed form letters.” 

“You must find it expensive, 
don’t you?” 

“It costs more than the other 
way, but it’s worth more. I could 
never understand why a man do- 


ing a small business, using litho- 
graphed stationery, and dictating 
all his letters personally, should 
use cheap printed stationery and 


form letters when his business 
grows big, because he thinks the 
other plan is too expensive. Now, 
if it was good policy to use ex- 
pensive stationery and dictated 
letters on a small scale, it ought 
to be proportionately just as good 
on a large scale. I can’t see the 
sense in attempting to pare down 
expenses when the paring down 
process affects the efficiency of 
your work. Look at this,’”’ and he 
handed over an extremely hand- 
some booklet. “This is a new 
edition of my booklet that I have 
issued lately, because I find that 
I need something better than the 
one I had to follow up magazine 
inquiries. The artist who made 
the drawings for these half-tones 
was told to go ahead and get up 
the very best drawings that he 
could. The engraver was instruct- 
ed to put his very finest work on 
the cuts; the printer was told to 
get up the finest booklet that he 
knew how with the materials in 


hand. All through the whole 
transaction, the question of price 
was not mentioned at all. What 
I was after was the best booklet 
I could get. This is a copy of the 
‘souvenir edition’ of ‘ Ostrander’s 
Monthly,’ one of the most profit- 
able forms of advertising I have 
ever used. It has been issued 
since April of this year. Every- 
one who has ever written to me in 
regard to property receives a copy, 
and besides this, a large number 
go to buyers of real estate, a list 
of whose addresses I have. The 
cost of printing, addressing and 
mailing this each month makes 
quite a pretty figure. 

“ Besides this, I have issued a 
limited ‘ edition de luxe,’ which I 
am sending out to certain prospec- 
tive clients, whose properties I 
particularly desire to handle. This 
is all pretty expensive work, but I 
find it pa¥s admirably. I keep a 
very strict eye on returns, and ev- 
ery advertisement I send out is 
keyed in some manner so that I 
can tell just exactly how it is pay- 
ing. My full page advertising in 
the September magazines, for all 
that it was more or less experi- 
mental, paid very well on the 
whole. At the same time, it has 
convinced me that I cannot use 
fifteen monthly magazines to ad- 
vantage. There is too much du- 
plication. I would rather use 
larger spaces, even double pages 
if necessary, in a few of the best 
magazines, than waste my appro- 
priation in a number of them that 
I know positively cannot do me 
any good.” 

“What are your ideas about the 
construction of advertising mat- 
ter?” 

“Tn the first place, I want my 
advertisements to carry a clear 
message. I want them to tell just 
exactly what I have to offer. I 
do not believe in any fancy writ- 
ing or word-twisting. I do not 
believe in having the same adver- 
tisements appearing in two maga- 
zines. I want them all different, 
and yet all so much alike that if 
a man sees my advertisement in 
Munsey’s he will say: ‘ Why, 
that’s the party whose ads I saw 
in McCilure’s and Harper’s and in 
the Cosmopolitan.” I am using 
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my portrait in the magazine ad- 
vertisements, not because I am in 
love with my face, but simply be- 
cause my business is of so person- 
al a nature that I think people like 
to see the sort of man they are 
dealing with.” 

“Do you place your business 
direct ? ” 

“No, it goes through an agen- 
cy, but all the copy is prepared 
here. There is no man on earth, 
who is not here all day, and every 
day, and in close touch with every 
detail of this business, who could 
advertise it intelligently. I am not 
disparaging the ability of the writ- 
er of advertisements—in fact, I 
have a very clever one as my ad- 
vertising manager—but I simply 
say that my business is so excep- 
tional in its nature that no one 
outside of it can grasp its many 
details. 

“One of the most peculiar 
things about my business is this: 
When I started it six years ago, 
I determined to confine my atten- 
tion to the farmer, because I felt 
that he was the man who was get- 
ting the worst treatment from the 
local real estate agent. I thought 
the people with city property were 
being well taken care of, but I had 
not been in business more than 
three months before I had so 
many applications to list city 
property with me that I was 
obliged to include that among the 
kinds that I handled. Up to this 
year, I never did any local real 
estate work at all—that is, I never 
made any specialty of handling 
Philadelphia properties—but so 
many people had been urging me 
that I intend to open a local de- 
partment on the first of October.” 

James W. PEMBERTON. 


—_+o+____ 
HYPHENS. 

One of the most common errors in 

manuscript-making is the omission of 


the hyphen in compound adjectives, 
such as “salmon-tinted,”  “half-sup- 
pressed,” ‘“‘clear-eyed.”” The hyphen is 
as necessary in such cases as a period 
is at the end of a sentence.—The Writ- 
er, Boston. 


SEE-SAW. 

“T’m afraid, my dear, that our trip 
to Shelter Island will have to depend 
upon the market—if stocks go up we'll 
go down.” 

“And if stocks go down, I suppose 
we'll ‘go up.’”—Life, Brooklyn, 


INK. 


ENCOURAGE THE WORTRY, 


The advertising agent who er 
fosters and develops business is, in th 
language of the ancient philosopher, , 
benefactor of the human race, 
he “makes two blades of grass groy 
where but one grew before.” 

The advertising agent who builds w 
new accounts for the newspapers ought 
to be encouraged and assisted to th 
fullest reasonable extent within th 
power of the newspapers who are th 
chief beneficiaries. 

Advertising agents who run arounj 
the country cutting and slashing ratg 
for the purpose of getting old-estah 
lished accounts away from other agents 
would be far better off if they did ng 
indulge in that kind of practice. | 
would be a great deal more profitabk 
and less wearing to induce non-adver 
tisers to use printers’ ink. There ar 
many merchants and manufacturers who 
could very materially increase their sale 
and profits if they advertised their 
goods judiciously. 

Many advertising agents are like the 
vultures of the air, ready to swoop 
down upon any business which they 
may be able to get away from som 
other agent. It is wrong to do this, 
and the sooner advertising agents takea 
tumble to that fact the better they wil 
be off.—The Advisor. 

—— +0 


WANT AD ILLUSTRATED. 





““ ENERGETIC NEWSPAPER MAN WHO WAS 
RISEN RAPIDLY WOULD LIKE OPPORTUN- 
ITY TO GO HIGHER,” 
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You 
Can not Reach 
Readers of 


Through 


Any other Daily 
Publication. 





Address 
THE SUN, NEW YORK. 
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BOSTON LETTER. 


An exhibit is made in a show 
window on Washington street by 
one of the Texas oil companies 
consisting of a miniature working 
model of an oil well pumping a 
good flow from a gusher, while 
nearby is seen the overflow pipe 
which at night makes a pretty pic- 
ture as a flambeau. The secretary 
of the company says this ‘‘ object 
lesson” in advertising is the best 
paying investment they have made 
outside of newspaper advertising. 

Mr. S. A. D. Sheppard, who 
was elected treasurer of the Amer- 
ican Pharmaceutical Association 
at St. Louis, says next to the “cut 
rate” in prices the subject that in- 
terested the druggist most was 
how to advertise successfully. 

Sperry & Hutchinson, the origi- 
nators of the trading stamp plan 
of advertising, with headquarters 
at Brooklyn, N. Y., are re-opening 
show-rooms at 106 Tremont street. 
They will begin business again, 
now that the highest court has de- 
cided the scheme legal. The pro- 
moters will expend several thou- 
sand dollars in thoroughly adver- 
tising the idea. Merchants are 
said to be anxious to commence 
giving away the green stamps, as 
they claim it draws trade. This 
concern started their plan a few 
years ago at Jackson, Mich., with 
small capital. 

The Boot and Shoe Recorder 
has been advertising up and down 
and all around in the dailies for 
an advertisement writer, when 
one-half the amount invested in 
Printers’ INK would probably 
have brought immediate replies 


from the best advertisement de. 
signers in the land. 

Quite a number of the large ex. 
porting and wholesale houses haye 
had a black border run on their 
envelopes since the assassination 
of the President. 

The bogus representative of the 
Ladies’ Home Journal has at last 
been run to earth by the arrest of 
“ 'W. H. Harris” in the suburban 
city of Lynn. Mr. Doug- 
lass, of the Curtis Pubiishing Co., 
Philadelphia, says he has over 500 
complaints against the swindler 
for taking subscriptions in nearly 
every city of the Union. 

A grocery in the Roxbury dis- 
trict has built up a big trade by 
making a specialty of freshly laid 
eggs. The curtains on his deliy- 
ery wagons have this sign, “ Fresh 
Eggs for Invalids,” while in his 
show window he runs an incuba- 
tor and manages to have a hatch 
of chicks. A dozen or so Ply- 
mouth Rocks are kept in another 
window to make good his motto, 
“Eggs laid while you wait.’ 

A unique and catchy show win 
dow attraction displayed in Bos- 
ton is used by McGregor, the tai- 
lor, and is a life-size and natural- 
looking fist with the index finger 
pointing to the goods in the win- 
dow. The hand is moving witha 
slow but convincing motion and 
is operated by clockwork. 

——_+o+—___—_ 
A GOOD WAY. 

The Hackney-Boynton Land Co. have 
a novel way of advertising their land 
in North Dakota. They have an agent 
cut traveling from place to place show- 
ing stereopticon views of places of in- 
terest in North Dakota and at the same 
time giving a lecture in explanation.— 
Fairmount (Minn.) Independent. 








An Educator’s Estimate. 





newspaper should be.” 
(Signed) 


Washington, D. C, 


“THE EVENING STAR is everything a 


(Commissioner U.S. Bureau of Education). 


W. F. HARRIS 








M. LEE STARKE, Representative { S370" yee Balding 
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GOOD TASTE. 


It is a pretty safe rule that good 
taste is the quality that makes life 
most worth living. A count, for 
example, is merely a man, but he 
has had good taste in his family 
for several centuries. His castle, 
his pictures, his wife and children 
and manners reflect it. Even 
though he is a scoundrel at heart 
he is usually a pleasant scoundrel, 
and to be swindled by him is bet- 
ter worth while than to receive 
the benefices of a born boor. 

Advertising is being permeated 
by good taste, now that it is out 
of its bib and tucker. Ten years 
ago it was a street hawker, brazen 
in tone and manner. The bill- 
boards and newspapers of those 
days howled and hooted at the 
public, with little regard to what 
they were howling and hooting 
about. If a bulletin-board had a 


color scheme that paralyzed pe- 
destrians it was regarded as emi- 
nently forceful advertising, and if 
it fell down and killed a man and 
drew a crowd it was considered a 
masterpiece of publicity. Perhaps 


the times needed such brazenness; 
perhaps not. They are past, and 
good taste has begun to tone down 
the newspaper columns, the bulle- 
tin-boards and the store windows. 
Those who set the advertising 
fashions are learning that the vast 
public is far more esthetic than 
they thought; and that it will re- 
spond to decent speaking tones 
far more readily than to a circus 
barker’s shout. 

For one thing, good taste is 
teaching advertisers that three un- 
hackneyed sentences on a _ half- 
page will tell more surely than an 
indigestible mass of stereotyped 
phrases. The stereotyped phrase 
is always in bad taste. It is the 
product of minds that accept lan- 
guage without looking into its 
meaning. When an _ advertiser 
“begs to inform his friends and 
the public at large that he is now 
respectfully prepared to give his 
cordial attention to their esteemed 
favors (satisfaction guaranteed)” 
he does not know what he is talk- 
ing about. His ad reveals the fact, 
and he is without friends, and the 
public will remain at large. He 


' 


has not thought his speech over. 
If he were the possessor of good 
taste and a mind that thought 
things out according to its ethics 
he would say the same thing in a 
way that would make it seem en- 
tirely new and original with him- 
self. Good taste is synonymous 
with clear thinking. A man who 
has it constructs his sentences ac- 
cording to its ethics. Good man- 
ners and good sentences are mere- 
ly those that have been thought 
out logically. Bad manners and 
hackneyed sentences are imitations 
of the good. Bad ads are thought- 
less ads. 

Good taste is doing away with 
such barbarous words as “ladies” 
and “gents.” The human race di- 
vides naturally into men and wom- 
en, boys and girls. The woman 
who insists upon being called a 
“lady” is seldom a true one, and 
the solid, homely word, “woman,” 
never gives offense to those who 
discriminate. “Women” is the 
word now used by the majority of 
New York advertisers, and “la- 
dies” is given over to advertisers 
who alternate it with “females.” 

Slang and vulgarity are also 
disappearing before good taste. 
He who uses slang to get “down 
to the level of his audience” is 
lower than the audience. He is 
like the candidate who addressed 
a mass meeting of workmen in his 
shirt sleeves and lost their votes. 
It is a first factor of good taste 
that every class understands and 
appreciates it. Manners that will 
carry a man through the “swagger 
set” will be ample credentials for 
him on the Bowery. Language 
that will set his ideas before schol- 
ars will be comprehended by the 
mass, while long Johnsonian sen- 
tences neither impress the former 
nor inform the latter. 

Jas. H. Cotirns. 

Don’t claim it all. If you do, 
the chances-are you won't be be- 
lieved. It's well enough to ack- 
nowledge that rival stores possess 
some merit. It’s all right to say 
that you believe you have the best 
store, but strive to back up your 
belief with facts. Facts count for 
more in business than bare, su- 
perlative claims. 
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THE IMPORTANCE OF LET- 
TERS IN THE MAIL 
ORDER BUSINESS. 


The average mail order adver- 
tiser does not pay enough atten- 
tion to his correspondence. Un- 
jess his goods are sold directly 
by the advertisement itself, it is 
necessary to have subsequent cor- 
respondence with inquirers before 
a sale is consummated. 

And here i is where the advertiser 
usually “falls down” hard. 

His advertisements may be be- 
yond criticism, his printed matter 
irreproachable, but when his let- 
ters go out, they are clumsy, stiff, 
uninteresting jumbles of words 
that more than offset the good ef- 
fect of the rest of his advertising. 

For letters are advertising mat- 
ter—nothing more. And they are 
more important, as a rule, than 
the advertisements and booklets, 
because they are received by the 
prospective buyer at the crucial 
time of indecision—the time when 
an order hangs on the impression 
the letters leave upon his mind. 


The ability to write a clear, 


forcible, persuasive business let- 
ter is akin to the ability to write 
good advertising matter. It re- 
quires a brain quick to grasp the 
contents of an inquiry, a good 
‘low of easy, dignified English, 
and a knowledge of human nature. 
The use of “form letters” for 
answering every inquiry is a mis- 
take. lf all inquiries fell into two 
or three general classes, form let- 
ters would do well enough. But 
letters vary as widely as do the 
people who write them. Some 
need straight, terse facts; others 
need flattery; stili others require 
a judicious dose of sympathy. 
The shrewd letter-writer reads 
between the lines of each inquiry 
and words his reply accordingly. 
One of the best systems for 
bandling large numbers of inquir- 
ies is the use of stock paragraphs. 
In every business where the 
correspondence is large, there are 
certain inquiries that can always 
be handled in a certain way. Af- 
ter a few hundred letters have 
been answered, the paragraphs 
will shape themselves, and they 
- can then be written out and num- 
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bered. It is astonishing how 
quickly one can gain familiarity 
with them, and how much time 
can be saved by their use. - Five 
to six hundred letters can be an- 
swered in a day by one man, by 
the use of this system. 

In one mail order business with 
which the writer is acquainted, 
‘there is in use an exceptionally 
good method of handling a very 
heavy mail. This business, by the 
way, depends entirely upon corre- 
spondence for its success—the ad- 
vertising being merely the means 
of bringing in original inquiries, 

The mail, when opened, is ex- 
amined by a clerk, who marks all 
letters that can be answered by 
paragraphs. Letters requiring 
special dictation go to the head 
correspondent. Each letter that is 
not an original inquiry has at- 
tached to it a card, showing the 
date or dates on which previous 
letters were received and answer- 
ed. Where the previous letters 
were composed of stock para- 
graphs, the numbers are indicated 
on the card; where dictated, the 
fact is indicated by the abbrevia- 
tion “Dic.” 

After the reply has been mailed, 
the card is entered up with the 
information as noted above, and 
filed alphabetically in an index 
drawer, and the original letter, 
with a carbon copy of the reply, 
is filed away under its proper let- 
ter and date. 

The card system is simple and 
can be managed by any clerk of 
erdinary intelligence, and yet it is 
so complete that it permits of in- 
stant reference to any or all of 
the letters received from or sent 
to an inquirer. It also obviates 
the danger of repeating any of 
the stock paragraphs—a_ proceed- 
ing which would probably cause 
an inquirer to suspect that his let- 
ters were being “ground out.” 

That this plan of handling cor- 
respondence is successful goes 
without saying. It is more ex- 
pensive than the use of imitation 
typewritten letters, because every 
letter is written out on the type- 
writer—but it is far more effi- 
cient. The personal nature of ev- 
ery letter is so evident that every 
correspondent feels that his case 
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is being given individual atten- 
tion. Every question that he asks 
is answered courteously. He is 
impressed with the fact that his 
patronage is considered valuable, 
and he responds in a practical way. 
It will pay every advertiser who 
sells goods by mail to improve 
the efficiency of his correspon- 
dence along the lines suggested. 
A chain is no: stronger than its 
weakest link, and the letters that 
the mail order advertiser sends 
out are, though the most impor- 
tant, the weakest link between 
him and his possible customers. 
. S. HAMBURGER. 


FOLLOWING PRECEDENT. 


Probably the biggest mistake 
made by beginisers in advertising 
is that of believing that all lines 
of business can be advertised in 
exectly the same way—that what 
has proven successful in one sec- 
tion of the country will prove suc- 
cessful everywhere. No _ bigger 
mistake could be made. In nine 
cases out of ten, the plans and 
methods that brought success in 
one instance will prove barren of 
results when applied under differ- 
ent conditions and circumstances. 
In advertising, success in no two 
instances was ever attained in ex- 
actly the same way. Each indi- 
vidual advertising effort requires 
particular study. 

Success in advertising is depen- 
cent upon the conditions and en- 
vironments of the people. Prob- 
ably no two commtnities are ex- 
actly the same. They may possess 
many traits in common, and yet, 
in each instance, there are local 
traits that are peculiar to each 
community. In formulating ad- 
vertising plans, these local traits 
must receive consideration. 

The great peculiarity of adver- 
tising is its diversity—its absence 
of reliable rules. No advertising 
ule will apply to all advertising. 
The advertiser who attempts to 
follow rules and_ plans that 
brought success im any one in- 
stance will be sure to fail. Each 
advertising success is in a class 
by itself. You can’t follow pre- 
cedent in advertising and hope to 
succeed. The advertiser who 
merely studies plans and methods 
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that brought success will not pro- 
fit by his study; the advertiser 
who studies plans and methods 
in relation to the conditions and 
circumstances under which the 
plans were used, can frequently 
learn something that will prove 
of value to him in his own adver- 
tising. Taytor Z. RICHEY. 


TAKE TIME TO READ THE TRADE 
PAPER. 


The reading of journals takes time, 
as well as the money required for sub- 
scription to such periodicals, but any 
business man could well afford the in- 
vestment of the few dollars required 
yearly for the necessary books and pa- 
pers, and one or two hours’ systematic 
reading each day will be sufficient to 
keep one thoroughly well posted in all 
matters pertaining to his business. 
Rightly considered, it is not an expense 
or waste of time, but an investment in 
business education. I have heard men 
declare that it would be impossible to 
find the time for reading or study, as 
the requirements of their business were 
so exacting that eve minute of the 
Gay was fully pectin we { In such cases 
I have usually found that their time 
was chiefly occupied in doing the petty 
routine work of their establishments, 
which, had they been more able busi- 
ress men, would have been performed 
by a clerk. To the head of a business 
who pleads “no time” for study or 
reading, I would say, “Take time—hire 
another clerk if necessary. If your 
brains cannot make you more money 
than your hands, you of a certainty 
need more business knowledge. Satis- 
factory help can easily be hired to per- 
form the routine work of the drug 
store, but you cannot hire a man to do 
your thinking and the driving of your 
business, at least not for any oy 4 
that you can afford to pay. 

Dawson, in the American Druggist. 


—— ++ 
ILLUSTRATED BUSINESS EX- 
PRESSION. 


“A RUN ON THE BANK,” 
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THE WEEKLY “ HOME 
PAPER.” 


The weekly home paper, the 
only news sheet probably pub- 
lished in the town or village far 
removed from a large city, is the 
most closely read and thoroughly 
respected publication to be found 
anywhere. It carries greater 
weight, has larger influence with 
the conservative old fogies who 
have been brought up to await its 
weekly coming ever since they can 
remember. Its coming is indeed 
one of the weekly events, and it 
goes through the hands of the 
household in their regular order 
of precedence. The reading of its 
columns never becomes perfunc- 
tory. The head of the household 
gets it first, of course, and retiring 
into the chimney corner of a win- 
ter evening, or some cosy nook on 
the porch of a summer twilight, 
he commences at the top of the 
first column, his forefinger per- 
haps marking each paragraph, and 
reading through it, takes up the 
next and the next, until he has 
digested all the news and the edi- 
torial opinions. But he is not yet 
through, for the advertisements in 
their turn also command his atten- 
tion. A generation ago the coun- 
try weekly was regarded with ac- 
tual veneration throughout the 
land, and its influence was para- 
mount everywhere outside of cit- 
ies. Nowadays its sphere has be- 
come much circumscribed, but 
there are still many sections where 
its influence is supreme. In these 
the weight of an advertisement in 
its columns is still greater than 
any presented to a city clientele 
through the paper that happens at 
the moment to be their favorite. 

The great essential difference 
between the patron of the country 
weekly and the inhabitant of the 
city, as far as their respective at- 
titudes towards newspapers is con- 
cerned, is that the former is in- 
tensely conservative and the latter 
is just the reverse. Let the middle 
classes—the most satisfactory from 
every point of view for the adver- 
tiser—furnish the representatives. 
The countryman’s conservatism 
leads him to adopt a new thing 
very, very slowly, and to relin- 
quish an old thing equally delib- 


erately. He is not quick to try 
experiments, and he must have a 
reason for doing so. But this 
holds good also in the case of a 
new claimant for his favor. On 
the other hand, the city man is al- 
ways on the lookout for an im- 
provement upon what he is using 
to-day, and to-morrow will already 
find him relinquishing the latter. 
These are extreme cases, of course, 

For the permanent adoption of 
a new article which has intrinsic 
merit what course would it be 
wiser to pursue? A campaign in 
the country would involve much 
time—and “time,” they say, “is 
money.” In the city, on the other 
hand, returns and results would 
probably be very rapid, but not- 
withstanding the merit of the ar- 
ticle would they be permanent 
enough to build a future upon? 

If you have once made a foun- 
dation resting upon the favor of 
the middle classes in the country, 
you can safely rear an edifice of 
“sky-scraping”’ proportions. Would 
you have that same sense of se- 
curity if your patronage were of 
the city population? 

And another fact which tips the 
scales still more for the former is 
this: In the city people live much 
more for themselves—their inter- 
course with friends and neighbors 
is very constrained and restricted. 
In the country people are thrown 
very much more upon their own 
resources, neighborliness is un- 
constrained and natural. People 
go very much more out of their 
way for each other. Hence, if 
they know of a good thing which 
will serve a neighbor, they will do 
very much to have him adopt it. 

The country people are on the 
whole in a very prosperous con- 
dition. If you have an article that 
appeals to them and is adapted to 
their needs and uses, they are in 
the large majority in a position 
to be able to buy it. In this re- 
spect they are much better off, 
man for man, than their city pro- 
totypes. The strenuous life of a 
metropolis leaves the middle class- 
es scarcely able to indulge in much 
more than their necessities. 

+o 


THE strength of all advertising 
lies in its truthfulness, 





Bert M. Moses, Sec’y and wustel 


CABLE ADDRESS: OMEGACH. NEW YORK. 
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NOTES. 


_ “How Wall Street Gets Its News” 
is an interesting four-page pamphlet is- 
sued by the Wall Street Journal, New 


York. 

Tue Chicago Weekly Amusement 
Guide sets forth its usefulness to ad- 
vertisers in a dainty 16-page booklet, 


5%x6 inches in size. 


Tue Philadelphia North American _as- 
serts of its first Sunday issue on Sep- 
tember 29 that the paper leaped in- 
stantly into popular favor with a “clean 
sale” circulation of 206,000. 


Tue Metropolitan Advertising Co. 
has been incorporated in New Jersey 
with a capital stock of $10,000. The 
incorporators are Charles L. Young, 
Orlando C. Lewis and William C. Fisk. 


“Bright ReapInc FoR Lonc Even- 
1nGs,” published by Frank Leslie’s Popu- 
lar Monthly is an_ interesting little 
booklet well arranged and practical. It 
is intended to make subscribers for that 
magazine. 


Tue blotter which Farm and Fireside, 
Springfield, Ohio, is sending out, is 
none the less effective for its being a 
real good and serviceable blotter. The 
advertising matter on it is neat and to 
the point. 


A ReEporT says that Benedict J. Green- 
hut, Secretary of the Siegel-Cooper Co., 
New York, has bought $1,000,000 in the 
stock of that corporation from Henry 
Siegel, thereby acquiring a controlling 
interest in the concern. 


- Hon. F. E. Bootusy, mayor of the 
city of Portland, Me., and general pas- 
senger and ticket agent of the Maine 
Central Railroad, says of Printers’ 
INK: Every issue of the paper has 
much of interest to all classes of ad- 
vertisers.”” 


“Tue Right Glue for You” is a 
twenty-four page booklet 3%x6% 
inches in size, finely appointed and ex- 
ceedingly well written ome the 
subject. It is published by W._P. 
Fuller, manufacturers of glues, 
Francisco, Cal. 


Tue New York Journal asserts for 
the month of September, 1901, a circu- 
lation of 25,627,510 copies. This is 
2,546,366 more than the Journal’s cir- 
culation for August and 4,006,678 gain 
over the Journal’s circulation for Sep- 
tember a year ago. 


Tue World’s Work begins its second 
year with the November number. It 
promises to continue to be in the fullest 
sense a magazine of action. Its con- 
tents will include the kind of things 
that men and women do better than 
they ever before did them. 


Tue Bausch & Lomb Optical Com- 
pany, Rochester, N. Y., publish a hand- 
some folder with a series of pictures 
made with the Plastigmat lens. One of 
the half-tones is a Plastigmat snapshot 
of the Canadian Pacific express train 
going at a speed of fifty-five miles. 


“ 


San 


Tue New York Evening Journal was 
five years old on September 28 last. No 
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attempt was made for a special celebra. 
tion. Editorially the paper called a 
tention to the fact that nowhere on 
earth existed a newspaper with so man 
personal friends as the Evening Journal, 


Sarcent & CoMPANY, manufacturers 
of the Gem Food Chopper, send a series 
of circulars which are excellent. They 
are 844x12¥% inches in size, and contain 
a large cut of the advertised article. The 
type matter is arranged effectively and 
the arguments made are calculated to 
influence the retailer. 


_ La Presse, of Montreal, Can., which 
is read throughout Canada where the 
French language is spoken, has issued 
a peculiarly arranged folder containi 
some facts and figures of interest to 4 
vertisers. La Presse asserts a total cir 
culation of 68,879 copies, not including 
several thousand copies which are sent 
to + United States. 


E. St. Ermo Lewis, incorporated, is 
a $50,000 stock company with Mr. Lewis 
at the head, which has succeeded that 
enterprising Philadelphian’s private bus 
iness. Mr. Lewis’ wide experience of 
ten years in the advertising field qual- 
fies him to divide his time between a 
general overseeing of his company and 
his work as a specialist. 


THE news of President McKinley's 
death was received in Birmingham, 
England, in fifteen minutes. The Pres 
ident died at 2:15 a. m. American time, 
or 7:15 a. m. English time, and was re 
ceived at the Datly Post office in Bir 
mingham at half-past seven, or fifteen 
minutes after the sad occurrence took 
place four thousand miles away. 


MULLIN AND Sons, 123-125 Newark 
Avenue, Jersey City, recognizing the 
value of “live” advertising, have a 
colored boy operating a sewing machine 
on the sidewalk in front of the er 
trance. The young demonstrator oper 
ates the machine with neatness and dis 
patch and distributes samples of his 
work to a never ending audience. 


THE Osgood Art Colortype Company, 
128 White street, New York, make @ 
specialty of color-photographic prints 
Unlike lithography their process per 
mits the use of an unlimited number 
of colors in an illustration without in 
crease of cost. Their process for color 
printing was distinguished with _ the 
highest award at the Paris Exposition. 


“Over the Alps” via St. Gothard 
Railway is a 48-page booklet by George 
L. Catlin and printed by the Art Insti- 
tute of Orell Fussli, printers in Zurich, 
Switzerland. The brochure is 5x74 
inches in size and it comes nearest to 
the American idea of good orien 
than any foreign specimen recei 
The half-tones and letter-press are ex 
cellent. 


THE 


ublishers of the Winner, gen- 
eral _offces at the Winner - Bales 
St. Louis, say they have a paid su 
scription list of half a million, and s 


they give no premiums or run any 
other schemes, those who receive their 
paper have paid for the paper alone. 
The publishers do not pretend 
compete with high-class monthlies whi 
generally circulate in cities, but to ¢ 





oe 


i 


aT YT VT onan 


ear rre., 


emo? A= GG 


PRINTERS’ INK. i9 


ie who consider a paper like the 
Winner to a large extent the best liter- 
ature they get. . 

Tre Ingersoll Dollar Watch has 
made new conquests. The merit of this 
American marvel of accuracy and low 
price is being recognized the world over, 
and the American workingman will 
henceforth supply the universe. One 
million Dollar Watches for Europe first 
—many millions will follow.—Robert 
H. Ingersoll & Bro., 67 Cortlandt St., 
New York. 


Tue Sterling Remedy Company, man- 
ufacturers of Cascarets, No-To-Bac and 
Dr. Hobb’s Sparagus Kidney Pills, 
known in this country as successful and 
enterprising advertisers, offered English 
newspapers shares of stock for space in 
their columns. It is reported that ow- 
ing to the well-known English conserva- 
tism of the press the proposition was 
received with moderate enthusiasm. 


Paces 39 and 40 of Current Adver- 
tising for October were cut out of all 
the copies of that issue. The griddle- 
man said: “ That’s too bad.” The edi- 
tor-in-chief replied: “‘ Yes, that’s the 
reason I cut it out.” The griddleman 
had been on the Midway at Buffalo, and 
somebody up there fed him things that 
disagreed with him. He was too savage 
for publication.—Bates Publishing Co., 
New York. 


THE entire property of the Scientific 
Publishing Company, New York, includ- 
ing the Engineering and Mining Jour- 
nal and the Mineral Industry, wastrans- 
ferred to James McGraw and asso- 
ciates, The company of which Mr. Mc- 
Graw is the chief owner has for years 
ublished the Street Railway Journal. 
Dr. David Day is chief editor of the 
Engineering and Mining Journal, with 
Edward Parker as managing editor. 


Tue illustrated catalogue of the Har- 
tis Automatic Press Company, New 
York, with main office and factory in 
Niles, Ohio, is a perfect specimen of 
its kind. Not too bulky—32 pages, 
6%x8 inches—it contains a finely writ- 
ten and illustrated story of the devel- 
opment and achievements of that con- 
cern. The presses are illustrated with 
fine half-tones. The frontispiece shows 
illustrations of the first, second and 
present factory. 


Tue Butterick Publishing Company, 
7 to 17 West Thirteenth street, New 
York, strengthens the claim that the 
Delineator is the representative wom- 
an’s magazine of the world with a hand- 
some booklet it has published on this 
topic. The booklet is 34%x6% inches 
in size, has 16 pages, containing the 
vignette half-tones of prominent women 
and their comments on the Delineator. 
The title of the booklet is “ Aren’t You 
Interested in Me? ” 


“Decorative Succestions,” from L. 
S. Plaut and Company, 707-721 Broad 
street, Newark, N. J., is a handsome 
brochure which this firm mails to the 
lady of the house.. It contains il- 
lustrations of decorative things of good 

for country and town houses 
st moderate cost. Special order work 
3 feature of this firm. The brochuve 


is 6%x6% inches in size. The cover 
is in green, silver and dark red bound 
with a heavy silk cord. 


“Pusu,” a periodical presentation of 
facts concerning the merits of Pennsyl- 
vania Grit, America’s great family week- 
ly, as an advertising medium, is sent 
to advertisers of the country each 
month. It is published by the Grit 
Publishing Company, Williamsport, Pa. 
The publishers says it’s wonderfully ef- 
fective as a business-bringer. A recent 
issue, just received, seems to vouch for 
that assertion. The little magazine is 


handy in size, pleasing in appearance 
and full of practical business facts. 


Tue Philadelphia Record is authority 
for the statement that an Ashtabula 
(Ohio) minister, who has doubled the 
average attendance at his church by 
advertising every day in the newspa- 
pers, denies that the method is- sensa- 
tional. ‘‘ The newspaper,” he declares, 
“is the proper instrument through 
which to address the people on any 
worthy subject, whether it be business 
or religion.” He thinks that he would 
be remiss if he should fail to use the 
influence of newspaper  advertising.— 
Plainfield (N. J.) Constitutionalist. 


A “ Gattery of Pictures of Interest 
to Medical Men” is sent free with the 
compliments of the Rio Chemical Com- 
pany, 56 Thomas street, New York, to 
medical men writing for them. The 
album is 9%x12% inches in size and 
contains twelve of the handsomest pic- 
tures in colors, printed on heavy plate 
paper, The front part of the pictures 
contains no advertising matter whatever, 
thus making them suitable for framing. 
The cover of the album is of dull slate 
color, the front in white and gold, with 
a medallion picture of J. Marion Sims 
in gold and colors. 

Tue Big Store, P. B. Magrane, pro- 
prietor, Lynn, Mass., submits an unus- 
ually striking millinery opening ad. It 
appeared in the Daily Evening Item of 
that city on Friday, October 4. The ad 
is four columns wide and twenty inches 
deep. It contains a dozen millinery 
cuts, each representing a different pat- 
tern of a hat on the head of a lady. 
Each cut is surrounded by a nice bor- 
der of uniform font. Prices and short 
descriptions of each hat are within the 
border. The whole ad is excellent typo- 
graphically, and it is easily to be be- 
lieved that it brought the good results 
which the publisher says it did. 


SoMETHING like $25,000 will be ex- 
pended by a few Western roads this 
year in the purchase of fans of special 
designs for advertising purposes. The 
Burlington and Northwestern roads 
have just contracted with firms in Ja- 
pan for 1,000,000 fans to be given away 
in the United States next summer. The 
fans are made in the homes of Japanese 
people and the printing is executed by 
firms in that country from plates sent 
there from Chicago. Of 500,000 fans 
ordered by one of the roads, 400,000 
will be distributed in the territory east 
of Chicago and 100,000 west of the 
Missouri River. The fans cost on an 
averave of 1% cents each.—Chicago 
(Ill.) Chronicle, 
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NOT A CRIME. 


This fall will witness a large number 
of new advertising agents, men that 
have made a success working for others 
and who use their employers’ prestige 
as a stepping stone to be their own 
masters. his is merely a human frail- 
ty called ambition and is not a capital 
crime.—Mail Order Journal. 


ed 
Classified Advertisements. 


Advertisements under this head two linesor more, 
without d y, 25centsaline. Must be 
handed in one week i week in advance. 


WANTS. 


DWRITER and corsespontiont of 19 years’ ex- 
pestenee wants 7-7 with oem. \Ad- 
dress GLO. W. SMI TH, M. D.. .» Macon, 


ANTED—Good “editor for aaenien paper. 
One that can fone financial in terest pre- 
ferred. Address K. U. W.,” Printers’ Ink. 


ORE than 260,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. ts eats any t two other papers. 


= best adwriters rs started as repo’ 
0 cents for “ How tobe a Re 
HENRY SMITH, American Tract Building, N. 


WNERS will to sell, desi wo avoid cae 
licity and o' an best purchasers, should 
avons ad Cc. M. PA R, Newspaper Broker, 253 
dway, New York. 


ig = rt ay right man man and $10, 000 for half 
nterprise, incor- 
with assu: annual earnings, of at least 
Bi per yer cent. highly in indorsed, Address “N.W.M.,” 
O. Box 2685, Boston, Mass. 


= ~_ for 5-line advertisements 4 weeks $10 
00 Illinois newspapers ; 100,000 —_ ja- 
tion LF 4 other Western weekly pa 
rate. Catalogue on application. TIGA ‘AGO 
NEWSPAPER UNION, 10 Spruce St., New York. 


AM a circulation and advertising builder. One 
new ne gained 75,000 d circulation 
in six a is under my managem: ent. I know 
what I can do and am yg a be A = 
ing results only. “‘C. R. B., 
AIL canee ADVERTISERS. givt . 
Get our omer = v! List, exac! 
cost per line in all mail onder Ewe = 
gave you ty on 


r 
it free. Fe ADVERTISING AGENCY, 10: 028 
Grand me. he — City, Mo. 


I AM a practical i ee of 15 years’ experience 

on oo, and job work and as editor 
and busi r. I have $2,000 I wish to in- 
vest with ‘sorviews in some newspaper business. 
Best references given and requi: Send full 
particulars. W. A. FOWLER, loccoa, Ga. 


Waa ivery advertisement writer to se- 
a copy of our book of ready-made 
advertisements. A veritable mine of su 


rters. Send 
Drter. sf ge. 





Invaluable 

a ulator for advertisement writ- 
a on a roceins of price, $1. Ad- 

P, ROWELL & CO., 10 Spruce St., 

New York, 





LABELING 1 ING MACHINES. 
MEE BROTHERS; pri price, $10; P. O, Box 
449, Philadelphia. 
COIN CARDS. 


Less for more; any printing. 
WRArPER CO., Detroit, Mich, 


$3 iT THE GOIN 


NUMBERING MA CHINES. 


Ow numbering machine is the best. WETTER 
NUMB’G MACHINE Cu.,515 Kent Ave., Bklyn. 





NEWSPAPER BARGAINS. 


Ts best can be found by ee me. an 
kinds, all locations, Cc, 
PALMER, Newspaper Booker 258 Broadway AY 2 


PRINTERS’ INK. 


MAILING MACHINES. 


MYERS MAILER; price, $10;P, 0, 
TT" 449, Philadelphia, > > . Ma 


FOLLOW-UP SYSTEMS. 


RINTED matter telling all about th 
PP sHAW-WALKER, Muskegon Mick” ™ 


$+ oo 
POSTAL CARDS BOUGHT. 
NCANCELED printed or addres: 


ssed 
cards and seange bo ht for cash. BUR, 
MANUFACTURING Cvu., 13 Park Row, New Yor, 


———_+o+ 
MISCELLANEOUS, 


EERFECT system of keeping and collecting 
P daily cultoription Pon —~ § ma increas 
collections 50 to nd No premium schem 
Mailed for $1. Sou AL Co., Spartanburg, 8 

Oe > 


PHOTO ENGRAVING. 


HE opAEnAE> “ENGRAVING Co., 
St., New Yor! 


r = finest — plant in the worl 
Our half-tone plates are Snown everywher 

as the best. GILL gry 
40 Fifth Aw New York. 


61 Am 


—__+o+—____. 
PRL. NTERS’ MA MATERIAL. 


ODERN MACHINERY, ne new and rebuilt, 
Material, new and second hand. 
Type. og only, at foundry prices and dis 


aality above price. 
m CONNER. HEN to a bodkin furnished. 
ENDLER & CO., N. Y. City. 


— +e 
ADDRESSING SING MACHINES. 
HERE are many ny so-called ad addressing m 
chines on the market, but rememberthi 

Wallace & Co.’s is the only One now in su 

use among the e publishers throughout th 

country, such as nters’ Ink, le 

Mawagirie ¢ Co., Butterick Pub. Co., 
Augusta, Me. and man | ee. Send te ae 

lars. WALLACE & . 10 Warren 8t., N.Y, 


pence ti a 
DISTRIBUTING. 

SNe ee 
Es HOWE ADDRESSIN 
ee 
A fare, Pamphie 
logues, etec., with or without receipts. 
ev CCCOCCCCCC C C COCOCCCCCCCCCCCOON 

—_———~ooe———" 
NEWSPAPER BROKER. 


GEL .LERS, buyers are dealing through A.B 
we SMITH, Kariville, Ill. Ori; methods 
Plants for sale, $500 to $ $35,000, Atlantic to Pacific. 


y 5 YEARS nes omer and publisher ote jin 
all f U.S., from weeklies to 
N. Y. daily. specially qualifies me to advise 
ers and sellers. msult me. C. P. 
Newspaper Broker, 253 Broadway, New York. 


———— _ +o 
ADVERTISING AGENTS. 
Ewill omy » eee adv’t in 50 


principal 

weeklies in Cuba, Central and South Am 
erica for6 months at $1. 80 per month for 
paper. OPTIMUS CO., 194 Broadway, N. Y. 


$5 HELP or Agents Wanted in the Sunday 
= of “ — ——a newspa 


Bon bargain ¢ order Lists free. 
UNGERFO D& ‘DARRELL, W ‘ashington, D. C 


— +o = 
ADVERTISING NOVELTIES, 


BF ys loteer eqns, Send for circular. 
ELPS, Ansonia, Ct. 


IN genuine Confederate money for only 
8 500 ee CHAS. D. D. BARKER, ‘arianta, Ga. 


OR the purpose of inviting announcemenit 
F of Advertising Novelties likely CY i 4 
reader ax well as advertiser, 4 lines 
se! ease thin bad cone tte can aa 





" da BReke 


meee 


3. 


_ sf 
a] 


| BaGe Be 


eee bie 


> aad 
2 


POE FE E- 


PRINTERS’ INK. at 


ILLUSTRATORS AND I AND ILLUSTRATIONS. 
OR & CO., ., Wood F. Engravers, 10 Spruce 
H. “St New York. Service goodand prompt. 
—_+or—___ 
INFORMATION. 


RMATION, Binghamton,N.Y, tells subs. by 
r= mail where to uy anything from maker. 


oe. 
HALF-TONES. 


‘T copper half-tones, 1-col., $1 ; largez, 
— r in THE YOUNGSTOWN ARC EN- 
GRAVING CO., Youngstown, Ohic. 


> 
LINOTYPE AND STEREOTYPE METAL, 
MANUFACTURE the best linotype, stereotype 


and electrotype metals in the wor! rid. Get my 
ices before or ering. Out-of-town os 80- 


Felted. 1. SHONBERG, 174 Hudson St., N. ¥ 
so: a 


PRESSWORE. 


H-CLASS presswork is our specialty. We 
HSkve the A. utation of doing the best half- 
tone printing in the business. Consult us KA 

rder. —— BROS., 45-51 Rose St., N.Y 


BILLPOSTING AND DISTRIBUTING. 


IRCULARS, To les, Cotahogees, Books 

dressed and d ee in mente oe fe 
ceipts —€ if desire Prices iower ti 
be_obtainec ph gy PHILA. ADD. RESSING 
ND. DISTRIBUTING CO., 27 No. Juniper St., 
Philadelphia, Pa. 


EXCHANGE. 


y= exchange, a small amount of 
advertisin; oy with high-class maga- 
zines and monthly per riodicals on pro rata ar- 
rangement. THE ROSTRUM, Lancaster, Pa. 


Beane what you doi you don’t want for some- 
thing you do. If you have mai! order names, 
stock cuts or something similar, and want to ex- 
change them for others, put an ae cee = 
PRINTERS’ INK. There are iis pa 

sons among the readers of this paper with w Fam 
you can effect a speedy and advantageous ex- 
¢ e. The price for = advertisements is 
% cents per line eachinsertion. Send along your 
advertisement. 


——_—__+o+- 
ADDRESSES. 


opiate MAILING LIST for Ppskone Co., 
Wasb., bem we the city of Spokane, as 
taken a offic is of said county, now 
being an ‘and d printed, will be ready for 
delivery Pees det. 1901. List numbers 6,000 
names. ice $10 ‘with order. References : Trad- 
ers’ National k, Spetans. GREENBERG & 
COWGILL, 610-12 Sprague St., 


50, 000% FARMERS in he owing 25 cattle, 
hy or over. Kvery one a live 
ry valuable list for stock food, 
Windeait teed woinder, etc. 100,000 lowa farmers 
their own farm, worth an ave! of 
= at least, many worth $100,000. 

of farmers irrespective o property 
Great. list for patos meticine people. very 
copied from tax list and sworn to. Write 
Teepetocs, FARMERS’ TRIBUNE, Des Moines, la. 








BOOKS. 


66rINIPS to the Mail Trade,” new book b: 
Jones, 10. PURITAN BOOK CO., B Lie 


WILL start suns yon You breeding apc nn ng 
poultry per cent — can ~~ 
fad telling’t how to start ee care, house, 
eed, 25¢. postpaid. POULTRY TrEM: Fricks, Pa. 


Ries “MADE ADVERTISEMENTS. Messrs. 
P. Rowell & Co., 10 Sprese 8t., New 

the Caveat a handso e 92-page book 

-Made Advertigomectn ” The 


For merchan!s and others 
who write their ‘own advertisements this little 
work will be found invaluable. The price is only 
one dollar.—Caxton Caveat. 

The book will be sent t to any address upon re- 
ceipt of one dollar. GEO. P,ROWELL & CO., 10 
Spruce St., New York. 


LETTER BROKERS. 


I ETTERS, all kinds, received from newspaper 
4 ty wanted and to Jet. What have 
and or what kind do you wish to hireof us! THE 
EN OF LETTERS ASS'N, 595 Broadway, N. Y. 
———_+o>—__—_—_ 


PREMIUMS. 


I ELIABLE goods are trade builders. Thou- 

sands of su ve premiums suitable for 
Pecturing a and others from the foremost manu- 
~~! — wagieewe dealers in jewel: ana 


pendees F e lixt price ca 
free. 8. F. MYERS 300. ie50b8 Maiden Lane, 
—_ ++ 
FOR SALE. 


EEKLY newer r "Bakata Yor plant in count 
seat in North 1 —— or sale One. 
cial paper of coun’ ion 1,200, 
ington hand press . 8. oo a sobber baedtieee 
py he 1 st com lete outfit of modern type. 
nters’ Jnk. 


Ce man vtutinny ebias office for sale; cos! 

will sell for $1,200. ogy ba 

Power 36-in. cutter, 

two 8x12 jobbers, 4-h. y ease 

type, one lots bod, 2 

gt 0 location® cheap rent. EDWA 
\ ITwk » 155 Lasalie St., Chicago. 


VERY imze of PRINTERS’ INK is religiously 
by bh newspaper men and printers, 
as well as by ad 
paper, or to sell a1 a on or 
to do is toannounce your « lesire in a classifi 
advertisement in ’ Ink. The cost is but 
25 cents a line. As a rule, one insertion will do 
the business. Address PRINTERS’ INK, 10 Spruce 
8t., New York. 
W TE Foveng for saleabout 40 about 400 photo zinc engrav- 
in good condition. The sllustra- 
tions are Se en of famous paintings and 
histo scenes, = for use in a mail order 
paper, magazine, a store rand some kinds 
of advertisin cireulars. Will sell any or ail of 
the cuts for the price of rp ot oom 
. Have —_? one set of proofs, which will be 
n toan e i terested who calls at OPTI- 
MUS PRINT NG CO., 1% Broadway. N. Y. City. 


Magic 
Manufacturing Co. 


MANUFACTURERS OF 


“ MAGIC” STOVE ENAMEL, 
WOOD ENAMEL, 
BRIDGE PAINT. 
“ MAGIC” BICYCLE ENAMEL, 
BATH TUB ENAMEL, 
BOAT PAINT, 








ANN ARBOR, Mich., U. S. A., 
Sept., 17, 1901. 
Geo. P. RowE.t & Co., 
New York. 


GENTLEMEN—Owing to the 
grand results from our “ad” of re- 
cent insertion, we inclose another to 
run in “ Business Chances.” Your 
journal certainly entertains the 
business public. 

Respectfully yours, 
MAGIC MFG. CO, 
THOS, J. RICE, 
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NOT A CRIME. 


This fall will witness a large number 
of new advertising agents, men that 
have made a success working for others 
and who use their employers’ prestige 
as a oes stone to be their own 
masters. his is merely a human frail- 
ty called ambition and is not a capital 
crime.—Mail Order Journal, 


———__y—_— 
Classified Advertisements. 


Advertisements under this head two linesor more, 
without d y, 25centsaline. Must be 
handed in one week in advance. 


WANTS. 


At and correspondent of 19 years’ ex- 
Lgstoge 5 wants ition with e wa \Ad- 
dress Gi:O, W. SMI TH, M. D., D., Macon, 


WAxteD_ —Good editor “editor for morning paper. 
One that can Soke. cial interest pre- 
ferred. Address K.U ,” Printers’ Ink. 


M°RE than 200,000 eo of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats eats any t two other papers. 


HE best adwriters started as reporters. Send 
10 cents for “* How tobe a Reporter.” ee. 
HENRY SMITH, American Tract Building, N 


WNERS will: to sell, desi: to avoid “he 

licity and obtain best purchasers, should 

consult C. M. PALMER, Newspaper Broker, 253 
Broadway, New York. 


ANTED—The right man and $10,000 for half 
interest in a newspaper enterprise, incor- 
rated, with assu: annual earnings. of at least 
ne per cent. $3 Bock indorsed, Address “N.W.M.,” 
Pp. O. Box ston, Mass. 


a for 5-line advertisements 4 weeks 

in 100 Illinois newspapers ; 100, 

tion weekly ; other Western weekly rs same 
rate. Catalo ogre on application. HICAGO 
NEWSPAPER UNION, 10 Spruce St., New York. 


~ a Geerintion and advertising builder. One 
Ww = circulation 
ow 


10 
000 circula- 


hat I can do and am willing to be 
ing results only. ‘*C. R. B.,” care 


AlL ORDER ADVERTISERS. 
Get cur Money-Savin a, pers. ve can 
ae ae e can 
gave you mone on our 
it free. R A VERTISING AGENCY, 
Grend e a City, Mo. 


I AM a practical printer of 15 years’ experience 

and dob work and as editor 

— yy I have $2,000 I wish to in- 

vest with services in some a r business, 

Best sepevenees Given and dos Send full 
particulars. W. A. FOWLER, loccoa, Ga. 


a —~ very , advertisement writer to se- 
cure a copy of our book of ready-made 
advertisements. A veritable mine of su; 
tions and a phrases. Contains over 
hundred examples of effective ads. Invaluable 
as a thought stimulator for advertisement writ- 
ers. Sen stpaid on receipt of price, $1. Ad- 
dress GEORGE P. ROWELL & CO., 10 Spruce St., 
New York, 


LABELING MACHINES. 


M* ES, tee ad price, $10; P. O, Box 


e send 
1028 





—+9)>—__——. 
COIN CARDS. 


PER 1 Less for more; an 


printing. 
TRAE Coln WRAPPER CO., De 


‘oit, Mic. 


8 





N UMBERING MA CHINES. 
UR numbering machine is the best. WETTER 
NUMB’G MACHINE Cu.,515 Kent Ave., Bklyn. 
a 
NEWSPAPER BARGAINS. 
7s ip bes ena be found by coneuiting te an 


inds, all locations, all Pe 
PALMER, Newspaper Broker, 253 roadway it ee 


PRINTERS’ INK. 


MAILING MACHINES. 


r.HE MYERS MAILER; price, $10; P. 0, Bq 
449, Philadelphia. 


FOLLOW-UP SYSTEMS. 
RINTED matter an telling all about th 
P SHAW-WALKER Muskegon, Fra 


eR 
POSTAL CARDS BOUGHT. 


JNCANCELED printed or addressed 
cards and stamps bought for cash. Bim 
MANUFACTURING Cu., 13 Park Row, New Yor. 


caemsasiiigipasinaenen 
MISCELLANEOUS. 


ERFECT system of keepi and collectiy 

daily subscription accounts Will increas 
collections 50 «ie: mium 

Mailed for A x OURNAL Co. Spartanburg ae 


scotetehnemailiaibbcniaiaaban 
PHOTO ENGRAVING. 


HE STANDARD ENGRAVING Co.,, 
St., New York. 


Tes finest engraving plant in the worl 
Our half-tone plates are anne everywher 
as the best. GILL mona 
40 Fifth aa New York, 


61 Am 


——__+or+ —_—_ 
PRINTERS’ MATERIAL, 


Moe MACHINERY, new and rebuilt, 
1, new and second hand. 
Type, gd only, at foundry prices and di: 


wally t above price 
om ac inde 19 bod n furnished. 
FENDLER & Coe , N.Y. City, 


ademas 
ADDRESSING SING MACHINES. 


es Bogus many so-called idressing m- 
Tea es on the Snarket, but ‘Tomemberha 


such as 
ine "Cov Butterick Pub. Co., Comfort, 
Augusta, Me., ‘and many others. Send for ciree 
lars. WALLACE & CO., 10 Warren St. N.Y. 


—— +o 
DISTRIBUTING. 


HHHHAHHAARE anon ae 
A HOWE ADDRESSIN' 
A 208 So. 4th St., Philedciphis. rl 
A Delivery b special messengers of Calen- j 
dars, Pamphlets, Books, Circulars, Cate | 
‘4 logues, etc., with or without receipts. rt 
CCCCCCCCCCCCC C C CCCOCCCCCCCCCCCOMM 
————_ ++ 


NEWSPAPER BROKER. 


GEL LERS, buyers are dealing through Ai 
SMITH, ey yoy! Il. O 
Plants for sale, $500 to to $35,000, Atlantic to Pacific 


2 5 YEARS gee ouper ner and publisher of jh 
all f U. 8., from weeklies to 
N. Y. daily. specially qualifies me to advise 
ers and sellers. msult me. 


Newspaper Broker, 253 Broadway, New York. 


—_+o+—___—_ 
ADVERTISING AGENTS. 


Wwe will ipaert atwo-inch adv’t in 50 principl 
weeklies in Cuba, Central and South Am 

erica for6 months at $i. 80 per month for each 

paper. OPTIMUS CO., 194 Broadway, N. Y. 


$5 HELP or Agents Wanted in the Sunday 
ry of 15 Jondin metropolitan news 
Eee. ay r mail order men. Lists free, 
UNGERFO D& ‘DARRELL, Washington, D.¢. 
— +o 
ADVERTISING NOVELTIES. 
RONZE_ letter openers. Send for circular. 
H. D. PHELPS, Ansonia, Ct. 


IN genuine Confederate money for only 
$500 25c. CHAS. D. BARKER, Atianta, Ga 


OR the purpose of inviting announcement 
F of Advertising Novelties. likely to benefit 
reader ax well as advertiser, 4 lines will bei 
serted under this head once for one dollar. « 





PRINTERS’ INK. 


ILLUSTRATORS AND ILLUSTRATIONS. 


TOR & CO., Wood Fngravers, 10 Spruce 
H. —s New York. Service goodand prompt. 


———+o>>—__——_ 
INFORMATION. 


MATION, Bin, inghamton,N.Y, tells subs. by 
rR a where to buy anything f from maker. 


—___+o+ ———__ 
HALF-TON TONES. 


FECT r half-tones, 1 1-col., $1 
= r in oT YOUNGSTOWN Ane EN: 
GRAvI G CO., Youngstown, Ohic. 


+> 
LINOTYPE AND STEREOTYPE METAL, 


JFACTURE the best linotype, stereotype 
"und electroty pe A age in the world. Get my 
rices before 0: Out-of-town Ss ae 80- 
Ficited. i TONBERG, 174 Hudson 8t., 


PRESSWORK. 


LASS presswork is our specialty. We 
re the A. utation of doing the best half- 
tone printing in the business. Consult us Nan 
placing order. FERRIS BROS., 45-51 Rose 8S 

vonnetcamniigiibiiees 


BILLPOSTING AND DISTRIBUTING. 


IRCULARS, Samples, Catalogues, Books ad- 
dressed and delivered in P iladelphia. Re- 

ceipts obtained if desired. Prices iower than can 

be obtained elsewhere. HILA. ADDRESSING 

AND DISTRI TING CO., 27 No. Juniper St., 

Philadelphia, Pa. 


EXCHANGE. 


exchai 
co with high-class 





Warm. a small amount of 
advertisin maga- 

zines and monthly odicals on pro rata ar- 

rangement. THE Ri TRUM Lancaster, Pa. 


zeeanee what you do! you don’t want for some- 

thing you do. If fens have mail order names, 

stock cuts or somet , and want to ex- 

them for cahenn put an advertisement in 
PRINTERS’ INK. There are —— many pe 

the readers of this paper with whom 

ect a 8) and advantageous ex- 

he price for such advertisements is 

% cents per line each insertion. Send along your 

advertisement. 


ADDRESSES. 


OMPLETE MAILING LIST for 8 
Wasb., exclusive of the city of Spokane, as 
taken from offici 01 of said 4 now 
being —y yt and preated, will be y for 
= Pees Jet. 20, 1901. List numbers 6,000 
names. ice $10 with order. References : Trad 
ers’ National k, Spokane. ENBE cRG & 
cowl ILL, 610-12 Sprague St. St., Washington. 


50 000 FARMERS in lowa owing 25 cattle, 
Aj wo hogs or over. Kvery one a live 
Very valuable list for stock food, 
Tindall? feed grinder, - oe 
owning their own farm, 
$15,000 at least, many ‘one $1 
farmers i 


kane Co-, 





from tax list 
FARMERS’ TRIBUNE, Des Moines. la. 





BOOK S. 


$¢r IPS to the Mail Trade,” new book by B. 
Jones, 10c. PURITANI BOOK CO,, Buffalo. 


102 Ww mg. i start you bree breeding Shecwnghesé 

per cent — can be mad 
book Peiling’t how to start. care, house, 

feed, 2c. postpaid. POUL say ITEM, Fricks, Pa. 


some ae 
-Made Advertisements.” The 
book contains, besides other valuable informa- 
examples and styles of advertising for al- 
every business. For merchants and others 
— eo wiite their own advertisements this little 
rk will be found a The price is only 
one dollar, —Cazxton Caveat. 
The book will be sent t to an, 
ceipt of one dollar. GEO, P-RO 
| Spruce 8t., New York, 


address upon 
WELL 4 00., 10 


2i 


LETTER BROKERS. 


I ETTERS, all kinds, received from newspaper 

4 advertising. wanted and to let. What have 
you or what kind do you wish to hireof us! 1 
EN OF LETTERS ASS’N, 595 Broadway, N. Y 


PREMIUMS. 


FR ELIAELE goods are trade builders. Thou- 
sands of su: e premiums suitable for 
ublishers and others from the foremost manu- 
nctaring | and wholesale dealers in jewelr: 4 


— ines. 500- lixt_ price ca 
free ERS CO. 48-60-62 62 Maiden Lane, ¥. 


¥. MYERS 
FOR SALRK. 


EEKLY newsea rand aper and job plant in count 
seat in North | kota for sale cheap. 
cial paper of count Circulation 1,200. 
ington a press, . 8. Gordon jobber. helenae 
e Lf soe complete outfit of modern type. 
‘care Printer Printers’ Jnk. 


__ body “type. 
ey 0 location’ sons ghee, seme EDWARD 
W ITWE » 155 Lasalie St. 


VERY issue of PRINTERS’ INK is religiously 
read by many newspaper men and printers, 
as well as by advertisers. If you want to 
paper, or to sell a paper, or or ink, thet 
to do is toannounce your desire in a classi’ 
oavertiscment in PRINTERS’ — . The cost is but 
25 cents a line. As a rule, one insertion will do 
e business. Address P PRINTERS INK INK, 10 Spruce 
8t., New York. 
E have o sale about Lag zinc engrav- 
ings, all in good condition. The illustra 
tions are reproductions of famous paintings ond 
og ee — for use ie a mail order 
rand some kinds 
Pf ladvertsing teu will ill sell any or all of 
the cuts for the price of electrot: -& some 
inch. a only one set of proofs, which will be 
show: e interested who calls at OPTI- 
MUS. PRINT NG CO. 1% Broadway, N. Y. City. 


Magic 
Manufacturing Co. 


MANUFACTURERS OF 


“MAGIC” STOVE ENAMEL, 
WOOD ENAME 
BRIDGE PAINT. 
“ MAGIC” BICYCLE ENAMEL, 
BATH TUB ENAMEL, 
BOAT PAINT. 








ANN ARBOR, Mich., U. S. A., 
Sept., 17, 1901. 
Gro. P. ROWELL & Co., 
New York. 
GENTLEMEN—Owing to the 
grand results from our “ad” of re- 
cent insertion, we inclose another to 
run in “ Business Chances.” Your 
journal certainly entertains the 
business public. 
Respectfully yours, 
MAGIC MFG. CO, 
THOS. J. RICE, 
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ADVERTISING MEDIA 

_=s GOLFER, Boston. Oldest golf publication 
in America 

T HE GOLFER, Boston. Oldest golf publication 

in America. 

HE GOLFER, Boston. Oldest golf publication 
in America. 

HE GOLFER, Boston. Oldest golf publication 
in America. 

ibe ~ GOLFER, Boston. Oldest golf publication 
in America, 


yy4aer ARE DEALERS’ 7. sam- 
ple vee 10 cents, New York Cit 

r re h mail-order buyers at a 

AGENTS’ GUIDE, Wilmington, Del. 


1 80 WEEKLY guaranteed. Rates 10c. in. 
9 fiat. CHRONICLE, Princeton, Ky. 


DVERTISING agents set serving their clients 
honestly, call up TOILETTES ; estab. 1881. 
40% WORDS, 5 times, 25 cents. DAILY ENTER- 
RISE, Brockton, Mass. Circulation 7,200. 
ANUFACTURERS’ JOURNAL; sample cop 
10 cents. 200 Montague S8t., Brooklyn, N. 
RECs the best Southern farmers by ation 
your adsin FARM AND TRADE, Nashville, 
Tenn. Only 10c. a line. 
Hr a. Owatonna, Minnesota, reaches 
ricultural people of means. Guaranteed 
cireulation 1,750 weekly. 
A™ person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one one year. 
peor straws. “The best best 50c. Manne vm ng 
3,000 monthl 
Samp! ay oor copy on application. 115-17 Nassau St. he 


line, use 





New 1 


IAN SUN, one of the leading weeklies of @ 
Cherokee Nation. Ads in its columns at 
tract attention. WKKKS & CHAPMAN, publish. 


ers, Vian, I. T. 

Ts! FLORIDA FRKE PRESS, published at 
ristol, Liberty County, Florida, every Fri- 

day. The official and only paper published in 

the county. In the center of a very fertile agri 

cultural and turpentine district. 


K® WEST, Florida. Read end advertise in 
the Key West ADVERTISER, the only news- 
panes ove ever publishea in the most "southern point 

J.§. Established 11 years; C3 fol. > 
Only 90 Lt A from Havana, Cuba. J.T. Ball, 


aceis who want to reach Western readers 
‘ ith their business should consult the Bill- 
ny 


Ef the. 
ORRIS, Proprietor. 


Tt popes STANDARD, published at Wa- 

vay. Va.,is more than a ‘county oy poner Pea- 

op, Savers and cleaners read it because 

my Sp peanut pene r. Covers the 

Va. peanut Tee 1 inch, 1 year, $4; 20per 
cent discount for all electros. 


fd Mas Wrightsville TELEGRAPH is the only all- 

home | par newspaper published in the 
eastern section of York Co. It covers the richest 
section of Pennsylvania and goes into the hones 
of well-to-do farmers every week. It carries 
je to sweney © columns of advertising. és 

address TELEGRAPH PUB. 
Wrightsville, Pa. 


FFIDAVIT—I, FE. P. Boyle, publisher of the 
Houston WEEKLY Times, being duly sworn, 

say that the average number of copies each 
issue printed and oo since pemmeryt, 1900, 
r, has been 1,408. E. P. Bi OYLE, Pub- 

cribed and sworn to before me, this 

llth day of January, 1901. 8. E. Tracy, Notary 
Public in and for Harris County, Tex. 


T= - PRESSE, Wilmington, Del. The 

nly German newspaper—a daily 21 years in 
existence — published in _ and the od 
— between Philadelphia, eading and Balt 


“it 3 you want to reacha good German trade 
ep your advertisement ¥ the columns of 
=, r. Results prove the value of the me- 
rite for sample copies and advertising 
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DVERIISERS’ GUIDE, New Market N. 3. 
Circulation 5,000. ‘sample free. Mai BS 
postpaid 1 year, 25c. Ad rate, 10c. line. Close 24th, 
I ODSE COUNTY, Minnesota, rich dairy and 
agricultural nag population, 14,000; ; only 
12 townships ; 6 banks; where most of the farm. 
ers have money. The DODGE CUUNTY REPUB 
LICAN, Kasson, Minn., covers this territory thor- 
oughly. “Established 1867, Allhome print The 
best equ country printery in the ~tate, ex- 
clusively evcting its new brick wailing 44x60, 
to its increasing a The LICAN 
reaches the pos ; 1,590 circulation, and five 
other papers in the count y- 


ELE CTRC OTYPES. 


V TE give special attention bo making of ques 
efectrasy pe ~~ ~_— newsp’r ads. ooo 
town work carefully as city. Pra SBRCK 





of- 
ELECTROTY PE "CON 24-26 Vandewater St., N. Y. 
oS 
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1,00 CARDS, “wired” envelopes, bill 
7 heads or statements, $1. Free 
samples of above and other work. NK & SON, 
Printers, 4th & Chestnut, Philadelphia. 


Vy 7E print an attractive, je ey ~ pages, 
344x5 inches in size, wire stitched ‘a paper, 
omy color of ink, 1,000 booklets for $10; 5,000 for 
-. For illustrations and writing copy, if so de- 
make a small additio oo 

PRINTERS INK PRESS, 10 Spruce St., 


SMALL SPACE WELL USED. 
How often you hear somebody say : “ Now 
there’s a small space well used. It stands right 


a * of i epee per.” . 

arrangement caught 
an re and mado =¥ small ad stand out more 
prominently than one twice its size, but not so 
well displayed. 

One o' the things we particularly pride our- 
selves on, is this ability for setting advert 
ments that are bound to be seen, no matter what 
position thay ¢ occupy in the paper. Your local 
vay F 5 probably has not the equipment for doing 

we have, probably he doesn’t know 
how as a as we do. 

\\ e furnish electrotypes too, if you like. 

This is only one of ngs we do for advertis- 
ers—the printing of catal es, booklets, circu- 
lars are some of the other thi 

We make — stand out of t 

RINTERS’ INK P. 
woh ati St., New York. 


e crowd too. 


NEWSPA PERS FOR SALE. 


Peex hundreds of attractive bargains in dai- 

: lies and weeklies I have room to name a few 
only: 

N. Y. semi-weekly eating $4; 000. City 15,000. 

N. Y. w eekly making ov r $3,000. Very easy 
te ~~ to immediate purchaser, 

N. Y. county seat paper making 

N.Y. weekly, affords good hele gi 060 down, 

N. J. weekly, large city, making $4,000. At 
tractive terms. 

N. J. weekly, town wee, near N. Y.—$1,00 
down secures half interes’ 

ae . SOD, half a to practical man. 


Easy te 
Senun. on Ly od 12,000, fine country, rural de- 
livery, Ly 3 
Penna. daily, a rateiiie, only $1,800 down. 
Penna daily, rapidly growing city. A bargain. 
Penna. weekly, large town, making $1,500. 


number profitable dailies and 
weeklies requiring $500 to $10,000 ¢: . 
Alabama— Weekly making $4,000. Price, $6,500. 

Hi igh, — country. 
‘olo’ eekly making $1,300. Only $800 


ily, very ee $10, 000. 
Kansas. Weeklies tz cing $2,500 for 
payments $500 to $3,000. do am 
lowa. Making $2,400a year, = $3,000. Anoth- 
er making { $1,30 for $1,100 dow: 
Coane ity seat weakly making $2,100, 
rei, ‘300 ,&. 


_ le dailies and weeklies show- 
P ing fine log ifits at figures req 
ing $500 to $10,000 cash aowen nD. 
l cannot name them al] Write me and state 
= wants. C. M. PALMER, Newspaper Broker, 
Broadway, New York, 


only 


“" 
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SPECIAL REPRESENTATI VES. 


COSTE AND MAX ‘AXWELL, 
L‘s Park Row, New York, telephone 3293 Cort- 
landt, special representatives for leading daily 


newspapers. 
PAFER. 

Save. per, Wo ledger at same price cat ab 

ASSETT & SUTPHIN, 45 Beekman 

BN New ork City. 


IMPOSING STONES. 
B= quality Goonste marble impeing. stones, 


two inches thick, 50 cents square foot. Cash 
with order. THE GRORGLA MARBLE FINISH. 


1NG WORKS, Canton, Ga. 


——__—~>>—__—- 
ELECTROTYPES AND STEREOTYPES. 


“7 )TYPE or stereotype cuts. When you 

good ones, order from Bright’s “Did 

Reliable, St. Louis L ptnotepe Foundry, No, 
gil, North Third St., St. Louis, Mo. 


+ 
ADVERTISING DESIGNS. 


pOSINAL ase. The best equipped art 
epartme 
G nara Cco., 
40 Fifth Ave., New York. 
6—_— 


SUPPLIES. 


AUGE PINS, 3 for 10e. PRINTERS SUPPLY 


CO., Grand Island, Neb. 
Th paper is printed with ink manufactured 
the W. D. WILSON PRINTING INK CO., 
.178pruce St., New York. Special prices to 
ae uyers. 


—_—_ +o —_____ 
ADVERTISKMENT CONSTRUCTORS, 
ADS, $1. A. OWEN PENNEY, 919 E. Capitol 
bt., Washington, D.C. D.C. 
7M. WOODHOUSE, JR., Trenton, N 

write for a skin business. 
‘OTF it’s advertising, see HOLBROOK.” Writer 
and adviser. 97-99 Nassau St., New York. 
OPY for short circular, $2 cash with order. 
JED SCARBORO, 5578 20, 557a Halsey St., Brooklyn. 
py LERS, add a mail order department. 
GEO. R. CRAW, 115 Dearborn St., Chicago, Il. 
ieee s that bring bing results—sells the 
goods—is written by EDWIN 8S. KARNS, 
571 E, 43d St., Chicago. 


NTERESTING literature about 


.J., won't 


23 
50,000 "2 ent cor tat pet 


edical Advertisers,’ 
ae ‘pag. NY. Y. ORs for other prices. 


6 Jacke THE JINGLER'S ® best of fads 
ie wis - business ads, 
an int, for every use. 
His New York address is 10 Spruce. 


AUNCHING a new business! Whether it will 
be an ocean liner or a catboat may d ° 
on_the advertisin; ng. us start you 
SNYDER & JOHNSON, Advertising Writers 4 
Agents, Woman’s Temple, Ch Chicago. 


EMONSTRATING — G order six strenuous, vital, 
y busin ing cents. 


for merchants 12 years. 
— fol-de-ro! 
ror 


FRANK E. MOYNAHAN, Mir- 
soem on Mass, 


es r what you you have to sell, 
1 4% your ads and do it well. 
In catchy verse to buyers !’ll tell 
Just — one why your wares excel. 
= me n 
E. PONDER ELZEY, P Princess Anne, Md. 


I HAVE had man years’ experience he! 
business men with a —— iwi 
write a four-page circular or matter for a = 
umn adv’t for one dollar, and Dun ay 

are good, I don’t want the dollar till I t Jon. 
fend me details. WALKER ADMAN, 9 Crane St., 
Jamestown, N. 


D CONSTRUCTORS will find our book of 
ready-made advertisements of great assist- 
reparation of ae The 
ins over five hundred specimens of 
advertising, any one of which may 
an idea for your ad when you get stalled. mt 
prepai id on rant 3 of peice, £'. Address GEO. 
OWELL & 10 Spruce St., New York. 
Ge [HE world gives its admiration, not to the 
man who does what nobody else attem 
to do, but to the man who “dpm best what multi- 
tudes do well.” We 20 Saeeeans advertis- 
ing and illustrate it too if you like 
THE HEBER MACDONALD CO.. 
James Bldg., New York, 
Phone 1748 Madison Sq. ‘way & Bth St. 


AO RITERS and designers should use this 
column to increase their business. The 
price is only 2% cents a uae, being the cheapest 
of any medium published, considering circula- 
tion aw influence. A number of the most suc- 


ance in the 


wise. ‘Addons orders’ "-RINTERS' IN 
8t., New York. 


F course “‘ hearsay ” helps me somewhat, but 
of my actual work enable their re- 


, 10 Spruce 





free. BENJAMIN SHERBOW, yi Fs 2152 
N. 30th St., t hiladelphia. 


oe pay you to pay me to write your ads. 
They will be trade producers. F, CORY 
BLISS, 1443 Chapin St., Washington, D. C. 
OUR business can be made successful by the 
right kind of advertisin Drop me a line 
about ~ Pg DWRITER HOFFMAN, Lock Box 597, 
elp. 


cipients to “size me up” accurately. 
a to mail such samples to in 
of my best dents for the simple reason that most 
clients have a, so gained. I A -- 
talogues, Price Lis ~ Book =, Circulars, 
Folders, Mailin Slips and Cards, N ewspaper and 
Trade Jou dvts.,and =f - doings ’are very 
apt to be unlike other poopie jes. Sending for may my 
samples will cost you not and commit you 
to nosing. Postal cards will not be noticed. 
FRANCIS I. MAULE, 402 Sansom St., Philada. 











Geo. 


a all 
At This 


zines; 


Office, 


10 Spruce St., 
New York. 











P. Rowell 
Bureau keeps on file the Leading Daily 
and Weekly Papers 
is authorized to 


Receive and Forward 


advertisements at the same rate demanded 
by the publishers, and is at all times ready to 
exhibit copies and quote prices. 


& Co. Advertising 


and Monthly Maga- 
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Carries More Foreign 
other Evening Newspga 





HIS has been the positiog 
Advertisers who KN( 
aware that the Curonic 

thoroughly. However, no argu 
no other evening paper ever hi 
Curonicte Trevecrarn. Exper 
this paper simply because the st 
open a new campaign they know} 
so far as the efficiency of the med 
realizes that to avoid experimenti 
No one with an appropriation‘ 
value for his money uf 
Ps ivy " in his list of mediums. 
BA NEWSPAPER AN 





THE S. C. 


43°44-45-47-48-49 Tribune Buildin 
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ide Telegraph 


ans IN 7 

‘A’ REWSPAPER @\ 

oh... lia 
OQ» ANDALLTHE «<> 
Z » 
“Ono xno 





HRONICLE I ELEGRAPH for years. 
dative value of mediums are 
wr covers the Pittsburgh field 
essary in view of the fact that 
h prestige as is enjoyed by the 
ertisers place their business with 
st results from it. When they 
) expect—-nothing is experimental 
eed. And every business man 
0 have the battle half won. 

ittsburgh is going to get the best 
des the Curonicte TELEGRAPH 





H SPECIAL AGENCY, 


OREIGN ADVERTISING, 
469 ‘**The Rookery,” Chicago. 
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A JOURNAL FOR ADVERTISERS. 
tar Issued every Wednesday. Ten cents a 
copy. ea “ys rice, five dollars a 
in advance, dollars a hundred. No 


numbers. 
Being printed trom plates, it is always pos- 
le to issue a new edition of five hundred cop- 


jarger number at the same rate. 


eerie any whe has id for it i 

f any person w oO not pai or it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name. Every paper is stopped 
at the expiration of the time paid 1 ‘or. 

ADVERTISING RATES 
lassified advertisements 25 cents a line: six 
words to the line; measure; display 50 cents 
a line; 15 lines to the inch. $100 ' a@apase. Spec 
position twent ave | per cent additional, if — 
discount, five per cent for cash with o: 
OFFICES: NO. 10 SPRUCE ST. 


London Agent, F.W. Sears, 50-52 Ludgate Hill, E.C. 
NEW YORK, OCT. 16, 1got. 


THE truth is the foundation of 
a good ad. To tell the truth to 
others in such a way that it im- 
presses a majority of readers as 
true, and to add to this condition 
the necessary amount of selling 
force, is and will always remain a 
part of the adwriter’s art. 














THE beginner in advertising al- 
ways believes more than he knows. 
EEE 

PRINTED talk is never cheap, but 
it will be thrice expensive if it is 
cheap talk. 


THE missing pages 39 and 40 of 
the October issue of Current Ad- 
vertising, New York—one of the 
most excellent Printers’ INK ba- 
bies—must be of great interest to 
advertisers. 


THE interview with W. M. Os- 
trander, the Philadelphia real es- 
tate specialist, printed elsewhere, 
exemplifies what pluck and deter- 
mination linked with the right 
kind of publicity will do. 


WastTE little thought on the 
question, “Will my ad be read?” 
It is next to impossible to print a 
line of any kind of reading mat- 
ter in any publication. no matter 
how small its circulation, and 
guarantee that no one will read it. 
Some one—a great many some 
ones, usually—read every word 
printed everywhere. Look merely 
to the impression that your ad 
will make upon readers and you 
will have done all that lies in your 
power, barring securing it wide 
circulation, 


PRINTERS’ INK. 


“We guarantee profitable re- 
sults to all reliable advertisers, 
and write it in every advertising 
contract,” is the impossible pro- 
mise made by a poultry monthly 
printed in Iowa. 


THE spirit which ch makes people 
stare and congregate at an unim- 
portant occurrence in the street is 
the same spirit which prompts 
them to read advertising literature 
—it’s the spirit of human curiosity. 


Dr. V. Morr Pierce, of the 
World’s Dispensary Medical As- 
sociation, says: “ Most every ad- 
vertiser has met with cases where 
he has found sworn statements 
were I00, 200 or 500 per cent 
greater than actual paid circula- 
tion, which has come to his knowl- 
edge by the failure of the paper or 
the taking over of the same by an- 
other publisher. The advertisers 
of the United States have had 
their eyes opened to the many 
strange antics of the publishers 
during the past year.” 


IF a man from the moon were 
confronted by all the bizarre “ad- 
vertising” freaks that parade the 
streets of most cities—‘Rubes,” 
human barber poles, stilt-walkers 
and the like—he would have rea- 
sons to believe that it was a diffi- 
cult matter to attract attention in 
this illogical world of ours. But 
with a single copy of any daily 
newspaper in the land one could 
speedily show him that the public 
is ever ready to give ear to quiet, 
common sense argument, in two 
sizes of type, with prices. 


Henry O. SHEPARD, president of 
the Inland Printer Company, Chi- 
cago, Ill., is seeking the appoint- 
ment of public printer of the Unit- 
ed States. Mr. Shepard seems to 
be well qualified to fill such a po- 
sition through his thorough knowl- 
edge of the printing business as 
demonstrated in the success of the 
Henry O. Shepard Company and 
the Inland Printer Company. Mr. 
Shepard is widely known not only, 
to printers of the United States, 
but to those in other parts of the 
world through his connection with 
the Inland Printer, the leading 
trade journal in the printing and 
allied industries. 
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longer 


Wuen the public no 
will 


needs your commodity, you 
no longer need advertising. 
siti dese 


In advertising clever writing, 
artful metaphor, pen .agility and 
literary fireworks generally are as 
naught compared with sincerity. 


ADVERTISING space isn’t always 
worth what is asked for it. Its 
intrinsic value is largely deter- 
mined by what an advertiser gets 
out of it. Careful preparation 
and constant change of ‘copy are 
factors which will tend to reduce 
the nominal cost of space. 


Mr. Cuartes H. Futter, of 
Chicago, who is said by some to 
be the leading advertising agent 
in America to-day, recently said: 

“The experience of our agency is 
that publishers every succeeding 
year are more inclined to furnish 
us with detailed statements of 
their circulations for the benefit 
of our clients. We fully believe 
that within a few years the circu- 
lations of newspapers and maga- 
zines—at least of those of general 
circulation—will be as well known 
as are the populations of our cities 
and towns, and we believe also 
that this will be of as much ad- 
vantage to the publishers them- 
selves as to the advertisers.” 


“Six of one and a half-dozen 
of the otner”’ is a rule that ap- 
plies to some of the phases of 
“preferred position.” If the ad- 
vertiser runs a small ad daily or 
weekly it is generally advisable 
to have it in the same place in the 
paper constantly. Thereby it be- 
comes a fixture, and is seen by all 
readers. A very small amount of 
cleverness in the copy makes such 
an ad highly profitable. But if he 
uses small ads at irregular inter- 
vals for the purpose of making an- 
nouncements and heralding store 
events, “preferred position” has 
few advantages of this kind, and 
it is usually better policy for him 
to invest the extra cost of the spe- 
cial position in plain white space, 
using it at the top or bottom of 
his ad to throw it out from the 
printed page. Such an ad can hold 
its own in any part of the paper, 
and is far more impressive, 
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In no other branch of the world 
of commerce, probably, are men 
of experience so open in detailing 
their methods and experiences, 
successes and failures as in adver- 
tising. Printers’ INK has pub- 
lished not only thousands of col- 
umns of the most valuable advice 
and experience, but of advice and 
experience that has been given 
with the most painstaking care 
and frankness. Furthermore, in 
obtaining such information the 
Little Schoolmaster’s querists have 
met with a percentage of rebuffs 
and refusals so small as to be not 
worth considering. 


CaRLYLe’s definition of the 
Hereafter—“unconditioned _ possi- 
bility’—is applicable to advertis- 
ing in some respects. While ad- 
vertising is in some respects a 
science, it is by no means an ex- 
act science. It is as hard to cal- 
culate the profits upon a thousand 
dollars’ worth of space as upon a 
thousand dollars’ worth of sugar 
before it is marketed. But with 
judgment, close study of condi- 
tions, and consideration of the 
slight element of good fortune 
that enters into all business trans- 
actions, the thousand dollars in 
space is as safe an investment as 
the thousand in sugar. 


ADVERTISING 


is another means 
of saving a customer’s time in se- 


lecting a place to buy. The aver- 
age man hates to buy things. He 
will wear his shabby shoes a week . 
or two before he sets: out to buy a 
new pair, and the selecting of a 
suit of clothes is a dreaded enter- 
prise. He nates to take upon him- 
self the burden of deciding which 
are the best shoes and the best 
clothing store. If he sees certain 
ones advertised he is more than 
prone to favor them, for advertis- 
ing is practically a guarantee of 
honest worth nowadays. He 
knows that merchants do not use 
newspaper space for amusement. 
So, when the soles of his shoes 
get thin or the lapels of his coat 
grow limp, he will, more than like- 
ly, go to the place where adver- 


tised articles are sold, buying in 


all confidence. And results usual- 
ly convince him that he. did the 
wisest thing possible, 
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Ir is all right to be brief, if by 
being brief you can still tell your 
story completely, but the advertis- 
er should remember that brevity 
in advertising is always a second- 
ary consideration. From an ad- 
vertising point of view, it is far 


better to convince a few people 
than to mystify a multitude. 


the advertis- 
ing man for Scott & Bowne, says: 
“ As between the paper that makes 
a straightforward and open de- 
claration as to its standing in the 
matter of circulation, and the pub- 
lisher who refuses for one reason 
or another to satisfy an advertis- 
er’s inquiry, there can be but one 
logical choice. It is safe to say 
that if the off-hand circulation re- 
ports of publishers were accepted 
at their face value, one would have 
to believe that there are more 
readers of mewspapers in the 
United States than there is popu- 
lation. A simple, detailed report 
issued at regular intervals by the 
publisher of a paper, is not only 
more satisfactory to the advertis- 
er, but is bound, ultimately, to se- 
cure for the paper the patronage 
that such a policy deserves.” 


E. P. FREDERICKS, 


To the making of ads there 
must go information. A man who 
knows one-tenth of the words in 
the dictionary and can make mas- 
terly combinations of them will 
have little difficulty in writing 
good ads—for the dictionary. But 
philology is a dry subject, and 
people are not greatly interested 
in it. Not in ads, at any rate. The 
man who knows how many rivets, 
rods, cocks, pipes, valves and 
gauges go to the making of a boil- 
er, and what purposes they serve, 
as well as the boiler’s grate area 
and steaming capacity, will write 
good ads for that boiler. The man 
who knows how much cotton, 
wool, silk, lining and thread go to 
the making of a suit of clothes, 
and how they were put together to 
make that suit of clothes—and 
who put them together — and 
where—will write good ads for 
that suit of clothes. It will be in- 
teresting, and people will read it, 
for it is information. Philology 
is good in its place, but it is not 
advertising. 
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THE people of Geneva, Ohio, 
claim for that enterprising mann. 
facturing town a_ population of 
3,000. The Geneva Free Press has 
an average daily sale of 600 Cop- 
ies. There is no other daily in 
Geneva. There is consequently 
no other practicable way to reach 
so large a number of the buying 
public of Geneva save by using the 
columns of the Geneva Free 
Press. The assertion that no pa 
per with less than a thousand cir. 
culation is worth using would 
seem to get a blow when one con- 
fronts the situation in Geneva. 
Notwithstanding all this, the ad- 
vertiser from a distance who does 
not expect to reach everybody ey- 
erywhere may find it more profit- 
able to skip Geneva for the present 
if for the same amount of money 
he may appeal to four, eight or 
twelve thousand people living else- 
where. There are a great many 
holes in a skimmer. 


AN advertising journal calls at- 
tention to an alleged decision of 
the Supreme Court of Connecticut 
which holds that a letter dictated 
by a person and typewritten at his 
direction, then having the signa- 
ture rubber-stamped at his author- 
ization, is just as legal in ordinary 
law as if it were handwritten and 
signed by the hand of the person 
himself. Then the paper in ques- 
tion proceeds to ask: “ And now 
the public is anxious to learn 
whether the editor of the Ameri- 
can Newspaper Directory will be 
reconciled to the acceptance of 
statements bearing stamped sig- 
natures. Heretofore, they appear 
to have been tendered to him fre- 
quently and just as often he de- 
nounced them as schemes to pull 
the wool over his eyes by a semi- 
deception.” It is plain that the 
policy of the Directory editor in 
regard to the acceptance of state- 
ments bearing stamped signatures 
will not be changed. The question 
is not whether a signature of this 
kind is legal or not, but the ques- 
tion is, was such signature affixed 
by somebody in authority or or- 
dered to be affixed by somebody 
in authority—a problem which 
even the alleged Supreme Court 
decision hasn’t solved, 
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Ir has often been asserted that 
no newspaper with an increasing 
circulation (whether increasing 
rapidly or moderately) can afford 
to make a circulation report for 
the American Newspaper Direc- 
tory because by the time its circu- 
lation rating, based on the report, 
appears in the Directory, the cir- 
culation will be larger than the 
Directory gives it credit for, and 
the paper will suffer accordingly. 

Admitting the above statement 
to be true, it would follow, as a 
logical sequence, that the Direc- 
tory ought not to receive circula- 
tion reports from a paper with a 
declining circulation (whether the 
decline be rapid or moderate), be- 
cause if it does the circulation rat- 
ing accorded the paper, based on 
the statement furnished, will be 
larger than the paper has at the 
time the advertiser consults the 
Directory, and the advertiser, rely- 
ing upon the Directory rating, will 
thereby suffer loss. 

Admitting the premises and 
conclusions set forth above, it 
would appear that Directory rat- 
ings should only be given when 
based on staternents furnished by 
papers whose circulations are uni- 
form from day to day, from month 
to month throughout the year. If 
this is the case a statement cover- 
ing a year would not be necessary 
because a statement for any single 
day during the year would answer 
just as well. 

The above conclusions are re- 
spectfully submitted to the busi- 
ness manager of the Philadelphia 
North American, the editor of the 
Fourth Estate and to such other 
people as believe that the Ameri- 
can Newspaper Directory is wrong 
in its conclusion that the best way 
to rate the circulation of a news- 
paper is to set forth what its aver- 
age issue has been for a year that 
has passed, such average being ob- 
tained by a statement of the actual 
edition put out of every issue for 
the year, dividing the sum total by 
the number of separate issues that 
have appeared. 

On the first printed page of the 
American’ Newspaper Directory 
the following has been the most 
conspicuous paragraph: 

Those who consult this Directory for 
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newspaper circulations should bear in 
mind that it does not purport to give 
the actual issue of the paper for the 
day the book is referred to, but the 
average issue of the paper in question 
for a whole year preceding by some 
ne the date of publications of the 
book. 


THE man whose ads inspire con- 
fidence in readers is generally in- 
spired and confident himself. 


MAKE printed promises careful- 
ly and with foresight. An adver- 


tised promise ought to be as good 
as the advertiser’s bond. 


PRECEDENT is a pretty strong 
thing, sometimes stronger than 
reason. The man who has a com- 
modity that has never been adver- 
tised is more than likely to believe 
that it was never meant to be ad- 
vertised. He will, nine times in 
ten, use the fact as an argument 
against brushing down the cob- 
webs that have accumulated about 
his business. ‘“‘ Why, no one has 
ever done that!” is at once the 
liberal’s reason for, and the con- 
servative’s reason against. Yet, if 
he could be brought to see the pe- 
culiar advantage he enjoys over 
all other advertisers he would be 
willing to use publicity at twice 
its usual cost. The privilege of 
being the pioneer advertiser in a 
business is becoming more valua- 
ble every year. By defying that 
bugaboo, tradition, and speaking 
out boldly for himself, such a man 
can create a practical monopoly 
for his commodity. People can be 
so convinced of its worth that they 
will ask, “Is there any other? I 
have never seen any other adver- 
tised.” The genius who first ex- 
ploited horseradish in newspapers 
now owns several very desirable 
pieces of property in Chicago, but 
he left a golden opportunity for 
doing the same identical thing in 
every city in the United States. 
The Hartshorn window shade- 
roller has, by a very modest use 
of space, been made the one arti- 
cle of its kind that people know by 
name. There are others, doubt- 
less, but the clerks in department 
stores will tell you which is stand- 
ard. The whole fabric of adver- 
tising is full of similar instances, 
and all business is studded with 
similar opportunities. 





30 


THE BEST TRADE OR CLASS 
PAPER. 


NEW CLAIMS. 


The publishers of the Publish- 
ers’ Weekly, the American book 
trade journal, 298 Broadway, New 
York, have filed what may be 
termed a fair argument why that 
publication might be considered in 
connection with the Sugar Bowl 
award. The claimants say: 

“While this journal may have no 
chance in your list for winning the 
Sugar Bowl, nevertheless the writer 
thought you might be interested in its 
doings. We have for years been on 
our exchange list, and always read 

RINTERS INK with interest, and, we 
frankly admit, with no little profit.” 


The Little Schoolmaster is al- 
ways pleased to hear words of 
honest praise for the good work 
he is doing in the world. 

The claims of the Publishers’ 
Weekly are marked “ not for pub- 
lication,” a condition which ex- 
cludes the paper from all consid- 
eration for the prize. 

253 Broadway, 
New York, Oct. 4, 1901. 
Editor Printers’ InK: 


I fail to see how from any viewpoint 
such a periodical as Power can be omit- 


ted from consideration for Printers’ 
Ink’s Sugar Bowl award. Perhaps the 
publishers of that paper may have over- 
looked the competition—at any _ rate, 
this note is written without their knowl- 
edge. 

I know of no publication in the Eng- 
lish language which more fully meets 
the conditions of an ideal trade paper 
than does Power. Its field—namely, 
the generation and transmission of 
power for stationary purposes, is clean- 
cut, and is covered with a thoroughness, 
efficiency and economy which few—if 
any—other trade papers equal. 

The reader gets what he wants, and 
gets and pays for no matter not ger- 
mane to his interests. The man respon- 
sible for a power plant, be he proprie- 
tor, superintendent or engineer, finds 
the whole subject exhaustedly treated 
and brought down to date. 

As to circulation: Out of a total edi- 
tion of upwards of 30,000 copies per 
issue, 25,000 people pay for and read 
the paper each issue. 

The paper reaches the power users. 
It goes to only power users, and is read 
by them when they are most interested 
in power subjects and power appliances. 
Every reader buys or influences the 
buying of every line of goods adver- 
tised in its columns. 

Not only does the advertiser of power 
generating and transmitting appliances 
reach the most desirable people in the 
most effective way through this paper, 
but he does so at an exceedingly low 
cost, On yearly contract, he gets a 56- 
inch page for $100 per issue, or less 
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than 13 cents per line, which is less 
than one-half a cent per line per thou- 
sand circulation. 

If it is a question of fine printing on 
shiny paper, Power would be out of the 
race; but, if the test be the efficiency 
and economy with which the needs of 
readers and advertisers are met, it would 
be very interesting to see a _ superior 
pointed out. Yours respectfully, 

Emerson P. Harris. 

The above entry by Mr. Emer- 
son P. Harris, broker in publish- 
ing business, 253 Broadway, New 
York, in behalf of Power, a 
monthly paper published in New 
York City, is of a nature which 
deserved the careful attention of 
the Little Schoolmaster. An ex- 
amination of the September issue 
of Power substantiates the con- 
tentions of Mr. Harris in several 
directions. Therefore it has been 
decided to add Power to the list 
of papers which have a chance for 
further consideration. The pub- 
lishers of Power make their cir- 
culation known and the American 
Newspaper Directory credits ‘the 
paper with an actual average cir- 
culation of 30,713 per issue. While 
the quantity of known circulation 
is not considered the only element 
in determining the service which 
a paper renders to its constituency, 
it is nevertheless one of the fac- 
tors. For this reason the Nation- 
al Druggist, of St. Louis, with a 
known circulation of 7,516, is 
dropped from further considera- 
tion. No one can doubt that upon 
a comparison of merits Power 
would be regarded the better rep- 
resentative of a class journal. The 
newly added paper therefore dis- 
tances the National Druggist in a 
measure that necessitates the lat- 
ter’s exclusion—for the Bowl can 
be awarded to but one paper. 

The relative merits of the now 
remaining papers, viz.: The /n- 
land Printer, Chicago; Machinery, 
New York, and Power, New York, 
wil] have further consideration in 
other issues of Printers’ INK. 

——_+o>—_—_— 


THERE is always a way of add- 
ing a bit of suggestion to all 
goods. A New York grocer gar- 
nishes his pile of watermelons 
with one of the many cheap litho- 
graphs of the same fruit cut open, 
and the effect is to tempt the ap- 
petite beyond resistance, 
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THE FIVE LARGEST AD- 
VERTISED ARTICLES. 


Rev. Epcar THomas Reap, 
Payson St. Meth. Protestant Church, 
1314 W. Lexington St., 

BALTIMORE, Sept. 28, 1901. 
Editor Printers’ INK: 

I am very much interested in the 
general subject of advertising, and shall 
greatly appreciate the favor of an opin- 
ion from you in answer to the follow- 
ing question: ‘“*‘ What are the five ar- 
ticles largest advertised?” If from 
your experience you will grant me an 
opinion I shall greatly appreciate the 
kindness. Yours very truly, 

Epcar T. Reap. 

The Little Schoolmaster sub- 
mitted the question of the Rev. 
Edgar Thomas Read to six com- 
petent persons, each of whom 
named five articles as follows: 

1. Lydia Pinkham, Dr. Pierce, 
tuna, Cuticura, Omega Oil. 

2. Lydia Pinkham, Dr. Pierce’s Rem- 
edies, Uneeda Biscuit, Postum-Coffee, 
Ripans Tabules. . 

3. Peruna, Castoria, Royal Baking 
Powder, Dr. Pierce’s Remedies, Quaker 


Oats. 
Dr. Medical 


Pe- 


Pierce’s Discovery, 


4 
Lydia Pinkham’s Congeunt, Sapolio, 
Castoria, ~ 

5. Sapolio, 
ory 


J. C.. Ayer’s Remedies. : 
Dr. Pierce’s Remedies, 
oap, Pears’ Soap, Ripans Tab- 


‘ Pierce’s Golden Pellets, Pe- 
tuna, Sapolio, Castoria, Pears’ Soap. 

It will be observed that the med- 
ical advertising of Dr. Pierce is 
mentioned in all of the six an- 
swers. Sapolio, Peruna and Ly- 
dia Pinkham’s publicity are men- 
tioned three times, Castoria, Pears’ 
Soap and Ripans Tabules twice 
each; Quaker Oats, Cuticura, 
Omega Oil, Royal Baking Powder, 
Ivory Soap, Uneeda Biscuit, Pos- 
tum Coffee and J. C. Ayer’s rem- 
edies made up the rear with one 
teply each. 


INFORMATION WANTED. 
Office of 
Tue Sun Printinc Company, Ltp., 
St. Joun, N. B., Oct. 4, 1901. 
Editor of Printers’ INK: 

Will you kindly inform me where to 
get good advertisements for a concern 
selling milk, cream, buttermilk and 
eggs (buttermilk and milk on draught). 

Yours very truly, 
RatpH MarKHaM, 
Advertising Manager. 

The book of ‘“ Ready-Made Ads,” 
published by Geo. P. Rowell & Co., 10 
Spruce street, New York, price $1, may 
assist you. If original advertisements 
are wanted the Little Schoolmaster re- 
fers you to the advertisers under the 
heading, “ Ad-Constructors,” among the 
classified columns, 
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FROM KANSAS CITY. 

I had a talk the other day with John 
R. Foran, president of the New York 
and London Electric Association, of 929 
Walnut street, Kansas City, concerning 
his advertising methods. 

The company manufactures an elec- 
trical specialty, “‘Actina,” a cure for 
diseases of the eye. That is its prin- 
cipal business. It further manufactures 
a full line of electro-magnetic garments 
such as corsets, body braces, chest pro- 
tectors, insoles, etc. 

“What is the principal method of 
placing your goods with the consumer?” 
Mr. Foran was asked. 

“Most of our sales are made direct 
from headquarters here, although we 
have agents in every section of the civi- 
lized globe who dispose of a large num- 
ber of our specialties each year. 

“What papers do you use and which 
have paid you the best?” 

“We are running a seventy-line read- 
er in a list of about a hundred and 
fifty monthlies, weeklies and dailies. 
Chief among these are the Cosmopoli- 
tan, McClure’s, Pearson’s, Leslie's 
Monthly, Collier’s Weekly, Ladies’ 
Home Journal, the Baltimore American 
New York Journal, Pittsburg Dis atch 
and many other of the leading publica- 
tions. We have obtained good results 
from those just named, but we concede 
the palm to the religious weeklies and 
the psychological magazines. Wor. 
and Works has possibly paid us better 
in proportion to its rate than any other 
paper we have ever been in.” 

“Do you use any of the so-called 
mail order papers?” 

“No, as we cater to a higher class of 
people than those who usually read this 
class of papers.” 

“Do you key your ads?” 

“Invariably. We use a series of de- 
partment numbers and have found this 
method very satisfactory.” 

“What do you follow up answers to 
your seventy-line readers with?” 

“We send out to all who reply to our 
ads a one hundred page booklet enti- 
tled: ‘The Eye and Its Disease,’ which 
contains several lectures by Professor 
Wilson, the inventor of ‘Actina,’ to- 
gether with the strongest of our testi- 
monials. In case we do not get an 
order within thirty days we send out a 
personal letter and more _ testimonials. 
We follow a name for four months, and 
then if we have obtained no results, 
drop it.” 

“Do you have any particular season 
in which you use more space than at 
other times?” 

“Well, no—that is, further than drop- 
ping off a little in the summer months, 
we believe that ‘all the time’ is the 
time to advertise.” 

“Do you consider Printers’ INK a 
help to you in your business?” 

“That is a needless question to ask. 
Look here,” and Mr. Foran pointed to 
several copies of the Little Schoolmas- 
ter, which were lying on his desk, “‘do 
you suppose that we would have sub- 
scribed for the paper for the past ten 
years if it had not been a great aid to 
us?” And thus the interview closed. 

Cuartes H. SMALL. 
o> 
_ Some merchants grow rich on the 
indolence of others. 
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POSTAL CARD ADVERTIS- 
ING. 


By Cabell Trueman. 


How to sell postal cards at a 
reduced rate at a profit is the new 
advertising scheme which a com- 
pany in Philadelphia is working. 
It can be used to advantage by 
anybody who has anything to sell 
which can be ordered by mail. It 
makes no difference what the ar- 
ticle is. It might be a razor, a 
corset, toilet preparations, a cure 
or remedy for some affliction or 
disease, pictures, books, novelties 
of any description, fountain pens, 
watches, or any of thousands of 
articles advertised in the maga- 
zines and mail order journals. 

To illustrate how the scheme is 
presented, I will write just as if 
I were approaching a man whom 
I wanted to take the matter up, 
and show you also what my pay 
would be as an agent. 

Now, suppose I am talking to 
the manufacturers of a good razor. 
I would say: “ Let me put a small 
ad of your razor on five thousand 
postal cards, just about a_ half- 
inch on the top of the reverse side 
of the postal—something like this: 

“The most satisfactory razor in the 
world will be sent postpaid to any ad- 


dress on receipt of one dollar. John 
Brown, Oshkosh, Texas.” 








“TI will put this advertisement 
on 5,000 postals for $30 and sell 
them to merchants who handle 
postal cards for accommodation 
at a price lower than they can buy 
the unprinted cards for, and at a 
price low enough for them to sell 
the cards at ten cents a dozen and 
yet make a profit on them. The 
cost being lower than the regular 
price, people will buy them and 
write on them to their business 
correspondents or personal friends 
and acquaintances. I will not un- 
dertake to say where the postal 
cards will be sent. One man may 
write to a brother in Maine, an- 
other to a son in Texas, a woman 
may write to a father in Califor- 
nia, or in Minnesota. Wherever 
the postals go, your advertisement 
will go, and it will be presented 
to the reader with much more 


force than if he glanced at it cas- 
ually in a paper or magazine. And 
if he wanted a razor, he would be 
just as likely to buy it by reading 
your ad on that postal as if he 
read it anywhere else. Thus the 
knowledge of your razors will be 
introduced extensively, perhaps in 
towns where there is no newspa- 
per at all, and if the razor is a 
bargain at the price, you will be 
likely to get additional orders 
after one had been sold in a town. 
And all the advertisement costs 
you is $30, or $6 per thousand.” 
Now, if the man with the razor 
thinks the plan a good one, he 
will order me to go ahead. My 
next step is to buy the postals, 
and have the advertisement print- 
ed across the cards. The postals, 
of course, cost me $50 and the 
printing should not cost more than 
$5. I have received $30 for the 
advertisement and paid out $55. 
My next move will be to call on 
the drug stores, cigar stores and 
the little shops that sell postal 
cards for accommodation. To each 
of these I would make a proposi- 
tion like this: ‘“‘ Mr. Smith, I 
have some postal cards with a line 
of advertising on them which I 
can sell you for $7.20 per thou- 
sand, 28 cents per hundred less 
than the regular price. You can 
sell them for 10 cents a dozen or 
$8.40 a thousand and make $1.20 
on them—a profit you never made 
on postal cards before. You will 
find that people will buy them be- 
cause they save money—women 
especially. In Philadelphia, where 
this plan originated, the stores 
commenced handling them along 
with the plain postals, but soon 
gave up the latter. The practice 
has become so common there that 
it is next to impossible to get a 
plain postal card except in a gov- 
ernment postoffice. The proof of 
this is shown in the following 
complaint which appeared in an 
afternoon daily of Philadelphia: 
“The audacity which some _ business 
houses in this city have of advertising 
their goods is quite remarkable for 
boldness. Some business houses, not 
satisfied with making use of the envel- 
ope system of distributing information, 
have now set upon a new idea of stick- 
ing their advertisements on the backs 
of United States postal cards, which 
the public are compelled to buy at drug 
stores, stationery stores, etc. hese 
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cards when bought are used for per- 
sonal correspondence, i. e., as far as 
personality goes on mail matter of this 
class. Last evening I purchased a 
United States postal card at a_ nearby 
drug store. When examining it I found 
a large advertisement spread over the 
long side of the back of my card. I 
asked if I could not have another with- 
out the advertisement, as I did not 
want to advertise any man’s goods in 
my correspondence. I was met with 
this reply: ‘We do not keep any other 
kind, and you cannot get a plain card 
anywhere nearly, except you go to 
some United States postofice and pay 
for it.’ I tried several places and at 
last was compelled to accept an adver- 
tising card.” ; ' ’ 

“Now, while this article ex- 
presses the opinion of one man, it 
does not express the opinion of 
thousands of men who use the 
printed postals and have no objec- 
tion to them, and it does not stop 
the practice or interfere with it to 
any extent.” 

If the merchant sces the force 
of my argument as well as the 
prospective profit in selling the 
postals he will take some of them 
—maybe five hundred or a thou- 
sand—and after I have had a simi- 
lar talk with other merchants I 
will find myself with a list of cus- 
tomers ready to buy my postal 
cards from time to time. Now, 
let’s see how much profit there 
would be for me in this transac- 
tion. I have paid $50 for postals 
and $5 for the printing—total $55. 
I have received $30 for the adver- 
tisement and $7.20 per thousand 
for the postals or $36—total $66. 
Taking the output from the in- 
come I have a net profit of $11. 

Another plan which can be 
operated in towns where postal 
cards are sold in government post- 
offices, is to get the advertisements 
of ten merchants around the bor- 
der’ of the postal card. 
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The proposition to a merchant 
would be like this: ‘“ Let me put 
your advertisement on 10,000 pos- 
tals, to occupy a space around the 
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border. You will be one of ten 
firms, and I will give you and the 
other nine 1,000 cards for their 
own use. I will charge you $15 
for your advertisement on the 
10,000 postals, but as I give you 
1,000 of the postals, which is 
equivalent to $10 in cash, the ad- 
vertisement will cost you only $5.” 

When a card like this is gotten 
up, the figures run thus: 
$15 from each of ten 

merchants 
Amount paid for pos- 

tals 
Amount paid for print- 

ing same, about 


Net profit 

No merchant who has 
appreciation of the value of ad- 
vertising will turn down this prop- 
osition for $5, for his card will go 
before the eyes of people whom 
he will have no chance of reach- 
ing otherwise. True, in using his 
1,000 postals he will advertise nine 
other men’s business (they should 
not be competitors), but the other 
nine advertisers will be advertis- 
ing him nine times as much as he 
advertises himself. 

There is nothing questionable 
or illegitimate about the plan. The 
government in every case gets its 
full price for the postals and 
therefore there can be no objec- 
tion raised in that quarter. 


THE FIELD. 

The business men of this country are 
spending yearly, according to govern- 
ment statistics, $600,000,000 in adver- 
tising. There are nearly one million 
business houses that are regular adver- 
tisers. There is no business specialty 
that is more valuable to a young man 
or woman than a good working know- 
ledge of advertising. If an employee, 
it will assist to a better paying position 
and more rapid advancement; and if 
one is a proprietor, he must advertise 
his business. 

A commercial education supplement- 
ed by a practical knowledge of adver- 
tising is the best kind of business capi- 
tal. The profession of advertising it- 
self is a fascinating and lucrative field 
for any bright and energetic man or 
woman.—E, St. Elmo Lewis. 

———__ oo —_—_—_ 
CHURCH AD. 

A Cincinnati church advertises as 
follows: ‘ Midsummer revival service. 
Electric fans, two choirs, inspiring 
singing; no let-up in  soul-saving be- 
cause of the weather. This church 
makes it hard for people to go to hell 
and easy to go to heaven. ‘here is no 
need for closing churches in Cincinnati 
nor holding union meetings, in order 
to get a congregation.” 
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PHILADELPHIA NOTES. 


The westward trend of Chestnut 
street merchants is still continuing. 
The latest concern to move nearer to 
Broad street is MacDonald & Campbell, 
men’s furnishers, who on Wednesday, 
October 2, opened their new store at 
Nos. 1334 and 1336 Chestnut street, to 
which they moved from No. 918 Chest- 
nut street. This brings the following 
houses in close proximity to one an- 
other and to Broad street, that thor- 
oughfare being the dividing line of the 
east and’ west sections of the city: 
Perry & Company, Browning, King & 
Company (who only recently removed 
to their present quarters at No. 1524 
Chestnut street from No. 910 Chestnut 
street, the latter now being used by 
Plaut & Company), Jacob Reed’s Sons 
(whose old store was at No. 924 Chest- 
nut street), and MacDonald & Camp- 
beli, who now occupy the _ rebuilt 
Thompson store. <A special feature of 
the new establishment which was an- 
nounced in the daily newspapers for 
the first time on the day of their open- 
ing, is the addition of a ready-to-wear 
clothing department. It is said that 
MacDonald & Campbell contemplate do- 
ing much advertising in the newspapers 
from now on. 

Fighters of fire from all parts of 
Pennsylvania took possession of the 
City of Brotherly Love on Tuesday and 
nearly seven thousand delegates, repre- 
senting about 30,000 firemen, were in 
Philadelphia during this week. Most of 
the big stores have exhibitions of in- 
terest to the visitors, who are crowding 
the shopping districts. A special exhi- 
bition planned for them is in the big 
store of Lit Brothers. The Seventh 
street end of the arcade is given up to 
a collection of the most interesting rel- 
ics of the Volunteer Fire Department 
of Philadelphia. In this exhibition— 
which is remarkably complete—the his- 
tory of the volunteer service in the 
United States and the early colonies can 
be readily traced. Here are to be seen 
engines, hats, fire appliances and pieces 
of the seventeenth,.eighteenth and nine- 
teenth centuries. There are the en- 
gines of 1748, hats of 1819, hose-carts 
of 1836 and pictures of leading scenes 
associated with the firemen’s lives. In 
fact, it is a complete museum and ex- 
position and is so interesting that all 
visiting firemen—as well as hundreds 
of Philadelphia’s own residents—are at- 
tracted. Among the relics are the first 
hand-pumping machines ever brought 
to America. One of these is still in 
perfect condition and could be used to- 
day, although built many years before 
the Revolution. There is also shown 
the first bit of sewed hose employed 
in this State. Old-time fire hats, belts, 
capes, axes, horns, etc., are shown in 
profusion. The display is supplemented 
with an exhibit of Lit Brothers’ own 
fire department, the apparatus of the 
store having a special place. A waitin 
room, reading and writing rooms, an 
*many other conveniences have been pro- 
vided for the comfort of visiting fire- 
men and their friends, and the Lit 
store is their mecca of attraction.’ 

A new department store has come to 
Market street—Philadelphia’s depart- 
ment store street—that of Berg Bro- 
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thers, who opened their large building 
this week at Nos. 1007, 1009 and 1014 
Market street. This property was for- 
merly occupied by E. D. Trymby & 
Company, dealers in furniture. rr} 
eethere call their establishment “ Berg 
Brothers’ New Women’s Department 
Store,” and on the opening day the 
crowd was so large that many were 
turned away without having been able 
to make a purchase. Berg Brothers 
have two other stores in different sec. 
tions of the city, and one store in Read- 
ing; and, now that they have opened a 
place in the business center, they ex- 
pect to greatly increase their advertis- 
ing appropriation, using the daily and 
Sunday newspapers regularly. A curi- 
ous coincidence worthy of mention is 
that in adding a new department store 
to Philadelphia they also increase the 
list of firms composed of brothers, mak- 
ing the quota to date as follows: Gim- 
bel Brothers, Lit Brothers, Marks Bro- 
thers and Berg Brothers. 
Joun H. SrInsere, 


—— - +o, 
A GOOD PLAN. 

In local advertising I do not believe 
in using a fixed amount of space in 
each issue of the paper. There is no 
reason for doing this. 

It is a most illogical practice. The 
space ought to be used when it is need- 
ed. Sometimes the business will get 
along very nicely with the use of only 
a few inches of space. At other times 
when things are a little bit slow and 
dull, they need stirring up. That 
means increased space and _ increased 
advertising effort. 

The total amount of space should be 
used just like the balance in a bank. 
It should be drawn on only when it is 
needed. When all space is bought and 
used in this way, I believe that local 
advertising generally will be more pro- 
fitable—C. 4. Bates. 


—_+o+—_—_— 
ILLUSTRATED ADVERTISING 
EXPRESSION. 
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SPECIAL ISSUE 


Cigar Manufacturers 
PRESS DAY, OCTOBER 30. 


The sample copies of PrinTERs’ INK that will be 
sent out with the regular edition of the paper, will 
be addressed to all the Cigar Manufacturers in the 
United States, about 13,000 in all. This will make 
the total edition for that issue about 25,000 copies. 

These special editions are designed to interest 
the advertisers addressed in the merits of newspaper 
advertising—as a means of increasing their business, 
and it is the hope of ‘‘ the Little Schoolmaster in 
the art of advertising” to secure many of them for 
yearly subscribers. 

PRINTERS’ INK offers, week by week, many sug- 
gestions and gives helpful advice and ideas to per- 
plexed advertisers that each of the Cigar Manufac- 
turers will find the investment of $5—made in a 
yearly subscription to the paper—a dividend-paying 
venture. 


FOR ADVERTISING 
A good newspaper or periodical—an adwriting 
proposition—a novelty—lithographs—show cards or 
anything that has a bearing on the sales of Cigars—- 
this edition affords a good opportunity for strong 
and effective advertising directed to Cigar Manu- 
facturers. 

The edition enables one to talk to every one of the 
whole class, and to do the advertising thoroughly. 

PRINTERS’ INK will reach all of the Cigar Manufac- 
turers about Nov. 7—a most favorable time of the 
year. 

Orders are solicited, and should reach the office 
not later than Wednesday, October 3oth. 

Rates—Page, $100; half page, $50; quarter 
page, $25 ; by the line, 50 cents} classified (with- 
out display), 25 cents a line. 


ADDRESS 


PRINTERS’ INK, 10 Spruce St., New York. 
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OUR NEW _ POSSESSIONS 
CAPABLE OF VAST 
COMMERCE. 


In the monthly summary of 
commerce and finance Chief O. P. 
Austin, of the Bureau of Siatis- 
tics, has an elaborate article on 
the trade in Porto Rico, Hawaii, 
Philippines, Samoan Islands and 
Cuba. This has been prepared in 
response to a demand for infor- 
mation regarding commercial con- 
ditions in those islands. 

In a general way, from the most 
reliable data obtainable for a per- 
iod of eight or nine years, the pro- 
ducing capacity of all theseislands 
under normal conditions has been 
about $125,000,000 annually and 
their consuming power about 
$100,000,000. The year 1892 is 
taken as a fairly typical year for 
the island of Cuba. In that year 
the imports amounted to $52,101,- 
682. In 1896 in Porto Rico, a year 
that is believed to be a fair basis, 
the imports were $3,656,578. In 
the Hawaiian Islands in 1898 the 
imports were $11,650,890, and in 
the Philippine Islands in 1896 the 


imports were $28,815,075, while in 


the Samoan Islands in 1895. a 
sample year, the imports were 
$418,840. The latter islands do 
not cut much of a figure, as they 
are rather a producing than a 
consuming community. 

Taking the exports for the same 
years the statistics show that in 
1892 Cuba exported goods to the 
value of $83,018,228; in 1898 the 
Hawaiian Islands exports amount- 
ed to $17,346,774, and in 18096 
there were exported from the 
Philippine Islands goods to the 
value of $33,481,484. As a rule, 
Porto Rico’s exports have about 
equalled her imports. 

From the data furnished it is 
evident that the producing capa- 
city of most of these islands can 
be increased, especially in Cuba 
and the Philippines. In Cuba 
there are only about 2,000,000 
acres under cultivation out of a 
total of 35,000,000. here are 
17,000,000 acres of virgin forest 
and 9,000,000 acres of plains, all 
of which are extremely fertile, and 
when reached by good roads and 
railways they can be brought un- 
der cultivation. This is also (rue 
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of the Philippines, where exten- 
Sive areas of uncultivated lands 
exist which are capable of produc- 
ing large crops of all the staple 
products of the islands. In 
Hawaii the sugar producing area, 
which was supposed to have been 
practically covered, is now cap- 
able of considerable extension by 
the introduction of irrigation from 
artesian wells. 

Even in Porto Rico, with its 
dense population, which would 
seem to occupy nearly all the 
available land, it is found that the 
coffee producing area can be very 
greatly extended by the construc- 
tion of roads and railways afford- 
ing transportation facilities to the 
interior of the island. Cuba aiso 
presents a field for coffee raising, 
as is shown in the Treasury state- 
ment that in the’earlier part of the 
century there were produced in 
one year in Cuba nearly 100,000,- 
000 pounds of coffee, represenzing 
a value of about $20,000,000. 

Of the cultivation of coffee and 
sugar, Chief Austin says in his 
summary: “The industry was es- 
tablished by the French who made 
their escape from the negro re- 
volts and massacres in Santo Do- 
mingo and established themseives 
in coffee cultivation in Cuba about 
the beginning of the century. After 
their expulsion, the coffee plan- 
tations passed into the hands of 
Spaniards and Americans, and it 
is estimated that there were at 
one time six coffee estates to one 
of sugar, coffee plantations con- 
taining from 500,000 to 1,009,000 
trees being reported as in exis- 
tence in the island prior to 1830, 
when the price of coffee had be- 
gun to decline and the cultivation 
of sugar to be introduced in its 
stead.” In the Hawaiian and 
Philippine Islands coffee produc- 
tion had been carried on for years 
to a sufficient extent to show the 
capacity of those islands for a 
much greater production tna. at 
present. The tobacco producing 
area in all the islands may also 
be materially increased, while it 
is estimated that the hemp pro- 
duction of the Philippines may be 
readily doubled with proper facili- 
ties for transportation. 

The deductions to be drawn 
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from the Treasury summary 
would indicate a wider market 
for the United States since these 
islands have come under the con- 
trol of this country. The trade of 
Spain with her old possessions 
would seem naturally to come to 
the United States. There has 
been some difficulty in securing 
satisfactory statistics regarding 
imports and exports for a term of 
years by articles or classes of ar- 
ticles excepting in the case of the 
United States and Spain. 

The details of the imports and 
exports of the United States in its 
commerce with these islands for 
the last two or three years com- 
pared with those of earlier years 
show a marked increase in nearly 
all articles, especially in exports. 
On this point the summary staies: 

“Reports from the islands are as 
yet somewhat fragmentary, mak- 
ing a comparison of their com- 
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merce with that of former years 
difficult. This is especially true 
of those islands in which com- 
merce has been interrupted by 
war and the earlier records of 
the custom houses rendered in 
some cases inaccessible. In the 
Hawaiian Islands, however, a 
comparison with earlier years is 
practicable, and this shows a 
larger increase in importations, 
those of the ten months ending 
with October, 1899, being $15,054,- 
417, against $8,959,928 in the same 
months of the previous year.” 


ADVERTISING is comparatively a 
rew business. It is not over fifty 
years old in this country, and it 
is only within the last thirty years 
that it has in any way been recog- 
nized as a business. It is little 
understood even by those to whom 
such knowledge is most impor- 
tant—Charles Austin Bates. 








5S ¥ CIGAR 


ACKER, MERRALL & CONDIT and METROPOLITAN TOBACCO CO., Distributors, 








Tats ad illustrates how current events 
may be applied in advertising. It ap- 


Sun, 


peared in the New York Evening 
original size 7x8 inches, 
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WILL ADVERTISE KANSAS. 


The Kansas Immigration Bureau, a 
new organization, promises to do a 
eat deal for Kansas. It will assist 
ocal real estate agents in finding buy- 
ers for Kansas wheat lands, and will 
widely advertise the State’s resources 
and advantages throughout the great 
middle belt of States, as a_ profitable 
field for investments and for homes for 
those who want to engage in the grow 
ing of wheat or the raising of stock. 
Arthur Capper, publisher of the To- 
peka Daily Capital, is the president. W. 
A. Thomson is secretary and manager, 
and D. O. McCray is immigration com- 
missioner. Armed with a commission 
from Governor Stanley, Mr. McCray 
will be in the field much of the time 
interesting local real estate men to work 
up Kansas immigration. The Bureau 
will give its services free to all towns 
and municipalities in Kansas needing 
new mills, elevators and other business 
enterprises. 
number of State officers and _ rail- 
road .officials are interested and Secre- 
tary Coburn, of the State Board of 
Agriculture, will aid the new enterprise 
in every way.—New York Commercial. 


ARRANGED BY STATES. 








* MASSACHUSETTS. 


= Been E. Mass., ay : + the only 

nD iddlesss 
ty. iis ie tel Ried direct irect to the homes 4 
and all the surr eee towns on a day wha 
people have time to read. It has more 
—_ any three other Lowell papers combined, | 


th 
other be pays a na 
best. rite for sample bg it Sen speak for it 
self. Now York office, jassau St. (S. 8. Vree 
nae, ener ae nn Office, 12 Globe 
iz. (John ckers, representative i 
Office, 28 Merrimack St., Lowell, Mass. . 








OHIO. 


fig reach mail order buye 
LY ; 10c. a line, cire’n 2, 


WISCONSIN. 


ODGE COUNTY FARMER, Beaver Dam. 
D Stock raising and farming. Cire'n 1900 Iie 


CANADA. 


ANADIAN ADVERTISING is best done = 
E. DESBARATS ADVERTISING AG 





PENNY M 
0: Younssown 

















Montreal. 


CLASS PAPERS. 
ADVERTISING. 














Advertisements under this head 50 cents a linz 
each time. By the year #26aline. No display 
other than 2- line initial letter. Must be handet 
in one week in advance. 


ALABAMA. 


HE — semi-monthly ¢ n 
4 R. DAVISON, ab. eee acille Ain Ala 
OHO WEATHER. Published once a 
month. Publishes Dunne’s famous Forecasts 
of the Weather. the most accurate and reliable 
ever appearing in print, 
meteorological data, and on 
as sound scientific ‘principles as those of cur 
National Weather Bureau’s. It also publishes 
interesting articles on the philosophy of the 
weather. 
ea. - ‘AL WEATHER circulates in every ee 
iso Canada and Mexico and our new ns. 
tts oor to India, Australia,and nearly all ‘the 
count in ae It has some of the best in 
telligence of the world among its subscribers. 
— resenting almost every profession. trade and 
ling. It is truly cosmopolitan and an Al 
advertising medium for this and foreign coun 
tries. Rates for advertising furnished on .o 
cation. Address PRACTICAL WEATHER PU 
LISHING CO.. Montgomery, Ala 


ILLINOIS. 


HE FARMERS’ INSTITUTE, Carbondale, Ill,, 
takes your ad to good buyers Average cir- 
culation for 1900, 3,222, and growing. 
HE areas kg! Cot © OF OSTEO- 
PATHY. LITTLEJOHN, President 
Am. College R Getcopatuie WTodicine and Sur- 
gery.editor. 1 Warren Ave., Chicago, III. 


MAINE. : 


A. STUART. of Marshall, Mich. ime “In six 


























a INK is a magazine devoted tothe 
ral subject of advertising. Its standing 

and influence is vonae nized throughout thees 
tire country. Its unsolicited judgment uponad 
vertising matters is of value to intelligent adver 
tisers as being ag of a recognized authority 


; we is’ is devoted woe to adver 
| as x 4 to teach ‘aad 4 
me is—how repare See co 

value of different Le 5 ory 

open discussions on any topic ne ig toad 
vertisers. Every subject is treated from theat 
vertiser’s standpoint. Subscription "pries a 
year. Advertising rates, classified 25 ce 

each time, Samay 50 cents a line. '4-page $3. 
pags ie page $100 each time. A 

N ERS INK. 10 Spruce St.. New York. 


BOTTLING, = 


IX you wish to reach the bottling trade of this 
— , advertise in the AMERICAN CARBONE 

AND ER. 67 Liberty St., New York. & 
tablished in 1881. 














EDITED BY A WOMAN. "4 


; Self- Help 


A magasine of Short Stories, [Inspiration 
ress. 


Helpfulness and Pr Contains de- 
partments devoted to Fiction, Verse, Physt- 
cal Culture. Sketches of Great Men and 
Women, Household Hints and Helps, Fash 
jon and Humor. 
alte editorial department deals with all the 
reat questions of the day. Its circulation 
extends to - Erm of the meee making it 
vertising mediu 





e years Il worked up 
to nearly a million a veer. using daily papers ex- 
clusively. Weeklies are too slow for me.” In 
Rockland, Me., the STaR is the only daily. 


MISSISSIPPI. 


fle ~ South is booming as never before in its 
history. Why not ride in on the crest of 
the waves! You can’t enter Mississippi terri- 
tory successfally (the most prosperous section) 
without an ad in = HERALD. Water Valley, 
Miss. All home print, largest circulation and 
stands first in the confidence of the people. 











“Tt you wish to Tesch 20.000 peopl lace 
your ad with us. Forms close the 2th of 
— a th 

a special inducement to subscription 
we OX for the next six months reduced our 
subscription price from $i to 50 Ssnonthe 
year. Or send ten cents for three mon! 
trial sabecription. 


Self-Help Pub. Cos, 


York, Pa. 


FoCCueCene. 
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| Be¢ed Sloe ae8) 


RReees Taeeee) | lS) OUR Olea! 
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Displayed Advertisements. 


is a line; $100 a som ada 25 per cent 
eo) for specified position — if granted. 
Must be handed in one week in advance. 


“WHAT HAPPENED TO 
WICCLESWORTH, 

book of hamereme sketches, just puayahed 

by Dickerman & Son, Boston, is by W. O. 

Fale ar, editor of Rock: and (Me. ) Courier- Gazette. 

Will be on sale ev erywhere, read by everybody. 





a journal for ad- 

PRINTERS” INK sites The re oa 
sentative ro 

Subscription 

ance. 


10SpRucE St., New YORK. $5 a year in 





The Frost (Minn.) Record | '® 


isa country weekly that is held in high esteem by 
its readers, who are a thrifty and prosperous 
class of people. !t is a good advertising medium 
to reach the country population who are settled 
in this part of the United States noted for its 
famous wheat fields. 


ar PBuutt. — 
; THE EGG 


AND 
POULTRY 
SEASON 


is rapidly approaching. 
The ceesen when people 





Poultry for breeding, 
Eggs for hatching, 
And Poultry Supplies 
For all purposes. 


Farm-Poultry 


through its advertising 
columns willopen a 
market for all those who 
have these articles for 
~ Has a good circul- 
ation among good people 
who are good buyers. 

Sample and rates ree. 


1. S. JOHNSON 4 CO. 
24 Custom House St., BOSTON. 





Creat Britain. 


GORDON & GOTCH 


ADVERTISERS’ AGENTS, Est. 1853. 
16 St. Bride St., London, Encland. 





We have the 
most effec- 
tive vaginal 


ae before 
in and our 


Ls 

you prices which will 

give you several hun- 

dred per cent profit 

even if ye you — id sell 

lower than an 
being sold. We 

structions, illustri.te 
our -agents’ 


you to follow up. 


This Syringe furnished all complete 
and ready for use and ready for the mails 
is the most attractive and the mcst desir- 
able article ever offered to women. It is 
not en upon any season, but is being 

time end opens a per- 
manent field waster mo | unlimited profits. Cor- 
respondence invi 


F. KOELLING CO. 
305-56-Sth Ave, CHICAGO, ILL. 
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A CONTRACT FOR ADVERTISING IN THE 


Joliet (Ills.) 


Daily News 








is always treated in the best possible manner. 


Its managers 


make the advertiser the least trouble by employing its own 


checking system, preventing mistakes. 


They do not lie awake 


nights to catch the customer in a trap, and they don’t allow the 


other fellow to do it. 
Plan suits them best. 


Fair, square business on the Golden Rule 


OC eg 
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According to the 


American Newspaper Di- 
rectory 


for June, 1901, the 


Jersey City Journal 


is credited with the 


Largest Circulation 


accorded to any daily paper 
in New Jersey 


with but one exception 














RIPANS 


I have been a great sufferer 
with sick headache and indi- 
gestion. Some eight months 
ago a friend advised me to 
try Ripans Tabules. After 
using them for a short time 
I found to my delight my 
headaches had _ vanished. 
I can now eat things which 
I had not been able to taste 
in years, 


At druggists. 
The Five-Cent packet is enough for an 
ordinary occa-ion. The family bottle, 
60 cents, contains a supply for a year. 





| 
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i LUTHER R. MARSH, | 


The eminent New York 
lawyer, who was at one 
time a law partner of 
Daniel Webster, and who 
is now upwards of ninety 
years of age, writes us, 
under date of August 10, 
1got: “ Your MAGAZINE 
OF MYSTERIES reaches 
out with long arms cover- 
ing the whole field of 
Psychic and _ Spiritual 
Truths. I am so well 
pleased with it 1 wish it 
continued to my address 
regularly and to that end 
inclose one dollar for a 
year’s subscription.” 


A Sample 
Copy Free. 


Every reader of this 
paper can have a sample 
copy free by sending 
their name and address 
with a two-cent 
to the MAGAZINE OF 
MYSTERIES, 22 North 
William St., New York 
City, and 
they saw this offer in 
Printers’ Ink. 


stamp 


saying that 


In six issues the circulation has reached 
20,000 copies. The September issue had 
to be reprinted to supply the demand. 
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Youngstown,Ohio, Vindicator 


DAILY: SUNDAY: WEEKLY: 
10,000 10,000 9,600 


LEADING DAILY IN NORTHEASTERN OHIO, 


Fer Rates porn 
LaCOSTE and MAXWELL, 38 Park Row, N. Y. 


Tel., 3293 Cortland. SPECIAL NEWSPAPER REPRESENTATIVES. 











EVANSVILLE, INDIANA, 


JOURNAL-NEWS 


Only afternoon paper in Evansville. 


Sworn Circulation, -<- - 11,581 


Reaches fifty towns in Indiana, Illinois and Kentucky. 
Is an advertising medium you cannot afford to overlook. 
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About Printing 


to be sure of a good job 
when we do your work. Seems funny, but some printers are so 
utterly lacking in ideas, that unless you know a lot about print- 
ing yourself, you don’t stand much chance of getting a credit- 
able job. 

Je have a sufficient fund of good ideas about the right sort 
of printing to supply the lack of such knowledge on your part— 
it’s our business, that’s what we are paid for. 

When you want to get a booklet pvirted. all you need dois to 
give us the copy, and tell us how many you want; we'll do the 
rest, and the result will be the prettiest booklet you ever used. 

e’ll even relieve you of the preparation of the copy—costs 
a little more, but it’s worth it. 

_ What will it cost? Well, that’s the best part of it. We will 
print a thousand 8 pp. 3%x5 inch booklets for $10, five thousand 
for $26. Fine paper, any color ink, wire-stitched. 

f you want aclincher, suppose you send for a sample booklet. 


PRINTERS’ INK PRESS, 
10 Spruce Street, New York. 
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Thirty Different Church Magazines 
ee for thirty leading Churches of dif- 
erent denominations in Philadelphia, New 
York, Washington, Boston, Buffalo. 

A DIFFERENT MAGAZINE PRINTED 
ACH DAY OF THE MONTH 

fora ‘different Church—the 30 in 30 days. 

AN EXCELLENT ADVERTISING MEDIUM 
for the general advertiser. Used and indorsed 
by the firms. Carry the following ads: 
Pears’ Soap, Ivory Soap, Baker’s Chocolate, 
Van Houten’s Cocoa, Campbell’s Soups, Hire’s 
Root-beer, Electro Silicon, Knox’s Gelatine, 
Uneeda Biscuit, Winslow’s Syrup, Oakville 
Co. and many others, on annual ‘contracts. 
These journals pay such advertisers and will 
pay you. Send for specimen copies and rates to 
THE CHURCH PRESS ASSOCIATION 

200 South 10th St., Philadelphia, Pa. 











The Patriot 


HARRISBURG, PA.} 


AGE: 


Established 


CIRCULATION: 
Over 8,000 daily. 


1852. 


INFLUENCE: 
Readinthe homes. 


ONLY 
MORNING 
PAPER. 
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The Magazine 
of Mysteries 


Is a phenomenal suc. 
cess and has jumped 
into an unprece. 
dented popularity in 
afew months. The 
six issues were as 
follows: May 5,000, 
June 8,000, July 
10,000, August 12, 
ooo, September 12, 
000, then 2,000 more | 
were printed to! 
supply the demand 
for the September; 
number. Of the Oc- 
tober issue 20,000 
copies have been 
printed. 


Have You Seen It? 


You can have a copy 
gratis if you will send 
your name and address, 
with stamps, and say that 
you saw this offer in this 
paper. 


WORTH $100 A YEAR. 


Gentlemen: 

Inclosed please find postoffice ots | 
for one dollar for my subscription to your 
MAGaAzInE OF Mystertigs. I can hardly 
wait for the next number and would con- 
sider it cheap at ONE HUNDRED 
DOLLARS A YEAR Money could 
not buy the benefit I have derived from 
the four copies already received. 

Jno. C. Cutips, Rome, Ga. 





For a free sample copy address 
with stamp, 


THOMPSON & CO., 
a N. William St., New York. 
aad 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars,and any other suggestions for bettering this department. 








Sensibly Said Another One for Odd Trousers. 

















About a Boot 


The boot that we sell for 
$3.50—the Quaker—is a boot 
that you can bank on. 

It will give you more ser- 
vice and satisfaction, dollar 
for dollar, than any lower 
priced boot. 

It’s made of duck and pure 
gum. It has good, thick 
soles and the uppers are re- 
inforced all around up to 
about ten inches from the 
bottom. 

This construction has 
caused this boot to become 
known as the “ crack-proof ” 
boot. 

We guarantee the uppers 
of Quaker Boots not to 
crack before the soles wear 
through. 


A fashion writer insists 
that seven pairs of trousers 
are required to keep a man’s 
legs faultlessly attired. 

Six days’ rest after one 
day’s use preserves the shape 
of the trousers. 

In the interest of trouser 
reform and to reform our 
trouser stock, we sell some 
3,000 pairs of good trousers 
to-day for $3.50 a pair in- 
stead of $5 to $8 

All remnant lots and slow 
lots, including a few winter 
weights. 





A Credit Proposition. 








School Suits. 





Here’s saving where sav- 
ing counts. 

A lot of boys’ school suits 
left over from last season— 
$2.50. 

Just as good as the new 
ones which cost double the 
price. 

No, you wouldn’t know 
the difference. But, then, 
when we have a clearance 
sale we make it worth your 
while. 

Everything for the boy’s 
dad. 











Furnace Repairing. 


We'll Do It 


right, right away. If 
your heating apparatus leaks 
gas or smoke it needs doc- 
toring. We know just what’s 
the matter and have the rem- 
edies to apply for immediate 
relief. 

You remember how your 
furnace acted last winter. It 
seemed to throw all the heat 
up the flues and all the re- 
fuse up the registers. Some- 
thing was wrong, that’s sure, 
but about the time you’d lost 
patience and made up your 
mind to “see Norman about 
it” the coal was gone and 
old Sol took pity on you and 
warmed the house from with- 
out. Sol’s getting tired an:| 
oes to bed earlier and risés 
ater every day. It’s up to 
you again. We’re ready for 
the call. 236, 





Without an 
Overcoat ! 


It’s really a ridiculous pro- 
ceeding to go without an 
overcoat when you can buy 
a splendid one here on our 
easy credit system. 

It isn’t right that you 
should wear an old one 
either—unless you want to— 
when we sell such good coats 
for so little money and give 
you the advantage of credit. 

Our line of overcoats em- 
braces all the new and pepu- 
lar styles—they are made of 
excellent material—well _tai- 
lored in every detail, and we 
have them in any color or 
mixture that should strike 
the most particular fancy. 





Coal and Wood. 














Grate Specialties 


There is nothing more en- 
joyable this .ool fall weather 
than a big, cheerful open- 
grate fire. We offer the fol- 
lowing specialties, guaranteed 
to produce the _ greatest 
amount of comfort at small 
expense: 

Cannel Coal—High grade, 
produces beautiful _ bright 
fire, makes little smoke, 
small quantity of ash. 

Coke—One ton equals in 
bulk, two tons of hard coal. 
No smoke; no smell; no gas; 
no waste; no clinkers. 

Hickory and Mixed Hard 
Wood Egdnverel in any quan- 
tity and cut into blocks of 

any desired length, also 
Kindling Wood. 
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Good Ad. 





Our Custom 


Made Shirts 


The results we have at- 
tained in fine shirt-making 
are pleasing to our clientele 
—and gratifying to us. Men 
who are willing to pay for 
“made-to-order” shirts natu- 
rally expect the worth of 
their money. They get it 
here every time. We take 
the measurements ourselves, 
and we see that the shirts 
are made as ordered. We 
follow up the details. We 
have all the shirt measure- 
ments of tne firm of E. J. 
Smith & Co. If yours is 
among them, why not let us 
| duplicate an order? _ 





No Nonsense Here. - 
Dry Wood $1.25 
A Load 


This wood is dry—not half 
wet. Try a load and con- 
vince yourself. We give the 
very largest load of wood in 
the city for the money. 


Too Bad to Leave Prices Out of Such 


an Ad as This. 








High-Class Stoves 


We haven’t any patience 
with a common_ everyday 
stove that only half performs 
its duty. 

When we sell a stove— 
whether gas, oil or coal—we 
want to be able to say: 

“ There’s a stove you can 
depend upon—a stove that 
won’t give you any bother 
or worry—a_ stove that’s 
right from top to bottom.” 

The price is a considera- 
tion, we know, but you don’t 
need to worry about that. 
They are lower here than 
anywhere else. 





A Good One for Odd Trousers. 








Good One for a Laundry. 





Don’t Worry 


because your washer- 
woman failed to come. You 
don’t have to do your own 
washing. We are ready with 
our great facilities to do bet- 
ter washing and ironing than 
you get at home. And the 
price is surprisingly low. 
Only one cent each for flat 
pieces in lots of 25 or more. 


Tumblers. 

TheAttractiveness 
Of a Cooling 
Drink 


is added to by serving 

it in the right shaped tum- 

bler, made of thin, brilliant, 
clear, ringing glass. 

Our thin tumblers are the 

kind you like and the shape 

and size you want are here. 


Woodruff Has 
Five Thousand 
Legs 
A goodly number for one 
fellow to have, isn’t it? And 
they’re in so many _ lengths, 
and in so many sizes and 
colors, and in such great va- 
riety that it’s a puzzle to 
know just where to put them. 
Our stock of separate 
trousers includes 2,500 pairs 
of the best that can be had. 
For dress we have them from 
$4. 50 to $8; for business 
we’re sole agents in this sec- 
tion for the mighty good 
warranted Berkshires, $2.50 
Fe $. for work we sell at 
$1. 50 and $2 the best 
ace trousers the market 
offers. 
New fall styles in. 





Excellent. 








Rifles. 





Enjoy Your 
Vacation 


by taking a Stevens 22 
rifle with you. We have them 
from $4.50 up. If you re- 
quire anything in the ammu- 
nition line, let us fill your 
wants. Send in your mail 
orders for shells. Prompt 
shipment. 





Generously 
Fashioned 
Blankets 


Perhaps you know the dis- 
comfort of a blanket that is 
too short at the top when it 
is safely tucked in at the 
bottom of the bed, or that is 
secured on one side, only to 
be found wanting on the 
other. 

If you do, you will appre- 
ciate the more, the ample siz- 
es and full widths of the 
blankets that compose this 
October sale. 

Our blanket chief selected 
them, among other good 
qualities, for their Degg 
measure. No skimping, 
scant sizes were eee 

The exact dimensions and 
weight of every blanket are 
given with the price. Some 








specimen values: 
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A Circulation Triumph 
in Canada! 


The Montreal 


La Presse 


has reached the 


69,000 


mark. 


Printed, sold and read daily ! 

It is the French journal which possesses the 
greatest circulation on the whole continent of 
America. It stands 


HEAD AND SHOULDERS ABOVE ALL OTHERS. 

It beats by 55,000 copies daily the circu- 
lation of the next largest French journal pub- 
lished in Canada. 

It beats by 21,000 copies daily the combined 
circulation of the eight other French dailies. 

IT FURTHER EXCEEDS 
by 20,000 copies that of any English daily also 
published in Canada. 
THESE TREMENDOUS DIFFERENCES 


thoroughly demonstrate why the advertisers in 
La PrEssE are mostly all money makers. 
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ALL 


advertisers who desire to 
cover the Chicago field must 


USE 


the paper that is read in the 
homes of the people, 


Che 
Chronicle 


It covers Illinois, Wisconsin, 
Iowa, Northern Indiana and 
Southern Michigan. 
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DUALITIES 





SrmRAT Win 








NUMBER of men in Wall Street, both friends and 
A enemies of J. Pierpont Morgan, on being asked 
how he attained the leading position in the world 
of finance, replied as follows: ‘‘ He does exactly as he 
agrees to do.” ‘‘ He keeps his word.”’ ‘‘ He is an honest 
man.”? ‘‘ He is a gentleman in his business dealings.”’ 
Mr. Morgan’s success was not attained in one week or 
in one year, but is the fruit of his life’s study. Abraham 
Lincoln once remarked, “‘ You can fool some of the people 
all of the time and all of the people some of the time, but 
not all of the people all of the time.’’ 

For eight years | have been advertising the sale of 
printing inks, and although incessantly abused by my 
competitors, | have yet to be found guilty of breaking 
my word. I do just as | agree—money back if dissatis- 
fied. I act gentlemanly in my business dealings whether 
the sale is twenty-five cents or twenty-five dollars. | 
trust no one. I make no bad debts. I hire no salesmen, 
I give no souvenirs. These are some of the reasons why 
I] have a list of over eight thousand satisfied customers 
who have ordered my inks eighty thousand times. 








SEND FOR MY PRICE LIST 


ADDRESS 


PRINTERS INK JONSON 


17 SPRUCE STREET, NEW YORK 
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THE INCREASING PROSPERITY 


am————_ OF Ta E ——e 


PHILADELPHIA 


INQVIRER 


IS DEMONSTRATED BY SOME REMARKABLE STATIS. 
TICS FOR THE MONTH OF SEPTEMBER, 1901 








an average daily sale of more than 200,000. But this was 

not the only wonderful increase. The Inquirer grows stead- 
fastly in every department, and so there is a corresponding large 
advance in the volume of advertising carried, as is shown in the 
following comparative statements of advertising in all the Philadel- 
‘phia morning newspapers for the months of September, 1900 and 
September, 1901. 


Bug total circulation for that month was 6,005,027 copies, or 








Total advertising in columns, all computed at the 
measure of 300 agate lines to the column, for the month 
of September, 1901, as compared with September, 1900: 

1901 1900 Increase Decrease 
Inquirer. . ... . 2020 1697 323 pr 
Record. . . . . 1440 1267 ~386173 + 36 
Ledger. . ... . 1015 983 32 “oF 
North American. 820 863 tae 43 
wee So « SB 643 i 110 
Press. .™~. .. . 1286 1417 so 131 




















THE INQUIRER gained 323 columns over last year, or more 
than all the other newspapers combined. 

This is unparalleledin the history of Philadelphia’s newspapers. 

But it is not without the strongest reasons. The Inquirer is the 
people’s: paper, and leads them all in popularity, enterprise and 
influence. 








THE PHILADELPHIA INQUIRER 
1109 Market St., Phila., Pa. 


NEW YORK OFFICE CHICAGO OFFICE 
Nos. 86-87 Tribune Building 508 Stock Exchange Building 











